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Join Us in the Celebration!

Our next issue, on October 13, 2003 (03:10:01), will
commemorate the 20th anniversary of The Green Sheet.
Watch for a special retrospective on how Paul Green's

"crazy idea" grew into the industry bible.
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Tr ea t  Your  MLS Right

I look forward to reading Ed Freedman's "Street Smarts" column in
each issue of The Green Sheet. It is very helpful as a learning aid. It
has inspired me to write to you about my thoughts regarding the
industry, especially the processor-MLS relationship.

I am new to the bankcard processing industry. I have operated in the
positions of National Sales Manager; Director, Sales and Marketing;
and Vice President, Sales and Marketing in the industrial process
control industry and the high-tech defense electronic industry the last
30 years.

I am fascinated by the bankcard industry but also frustrated at the
same time. In my prior industries, the manufacturer's rep was num-
ber one in the food chain. This person was your lifeline – lose him
or her and your company or product line was short-lived.

In those industries, both the sales rep and manufacturer have a
means of interviewing each other before deciding to join forces. That
type of initial communication just doesn't seem to exist as easily in
this industry, perhaps because of the many ISO/MLS players.

Whether you're selling pipes, valves, radar systems or bankcard
processing services, your main premise is that your ISO or MLS is
your reason for being. The sooner we treat these people as profes-
sionals, the more success we as ISOs will enjoy.

There are many ways this can be accomplished. Start by simplifying
your proposal package; don't overkill by including extraneous infor-
mation. Use the old "KISS" formula – Keep It Simple, Stupid. I have
seen information packages that would take a rep a week to read. I
needed a magnifying glass to read some of the text.

Review your contract and reduce it to simple terms so that it is easi-

ly readable and understandable. The same holds true for rate
charts and commission policies.

Remember that, as an ISO, your image can be made or broken by
your representative on the front line. Your MLS is an extension of
your company's executive offices. The MLS has to be skilled in han-
dling merchants and also has to be well trained in your products and
services.

You want to develop long-term relationships with your MLS family,
and the way to do that is to make it easy for them to communicate
with you, simplify your procedures and forms, and deliver what you
p romise. If you make it as easy as possible to sell your
products/services, everyone is a winner.

Herb Mordkoff
National Sales Manager

Federated Payment Systems

F i nding In fo rmat ion  Fast

You helped me out once before and I hope that you can help me
again. About a year ago there was an article on a company that did
business evaluations for ISOs. Do you know who they are or are
there any you could suggest? Also, do you know what they would
charge?

Debbie

Debbie:

Without a company name it will be difficult to track this information
down. However, please try our site search engine, Fast Finder, by
entering "business evaluation." You might strike gold at:
www.greensheet.com/search.cgi?query=

Editor

This one’s on me, Cameron.  Since you set me up with that credit
card machine, I’ve cleared more than a million bucks this year.



N E W S

It's So Peachy!

Beginning October 9, 2003, Federal Reserve Off i c e s w i l l
begin issuing to U.S. banks and businesses the
redesigned Series-2004 $20 note, a peach-colored bill
with enhanced security features and subtle backgro u n d
colors, as part of an ongoing effort to stay ahead of
counterfeiting. New designs for the $50 and $100 bills
will be released over the next few years. Training and
informational materials, including information about
the bill's new security feature, are available to download
or order through www. m o n e y f a c t o r y. c o m / n e w m o n e y.

Economy Grew More Than Expected in Q2

P reliminary estimates of real gross domestic pro d u c t
(GDP) indicate that the U.S. economy i n c reased at an
annual rate of 3.1% in the second quarter of 2003, up
f rom the U.S. Department of Commerce's Bureau of
Economic Analysis' previously released advance esti-
mates, which showed growth at only 2.4%. Pre l i m i n a r y
estimates are based on more complete source data than
w e re available for advance estimates issued in A u g u s t .
The increase in Q2 GDP is attributed to personal con-
sumption expenditures (PCE), federal defense spend-
ing, nonresidential fixed investment and re s i d e n t i a l
fixed investment. In the first quarter, GDP i n c re a s e d
1.4%. 

Privacy Initiative Passed, Might be Blocked

Following last-minute concessions by opponents,

California Gov. Gray Davis signed SB1, the state's long-
pending financial privacy initiative, into law on
August 27, 2003, but efforts at the federal level to elimi-
nate many of its key provisions began immediately.

The state legislation, the first of its kind in the country,
is meant to crack down on identity theft by re s t r i c t i n g
the sharing of consumer information among financial
institutions and their affiliates. At issue on the federal
level is the debate over renewing the Fair Cre d i t
Reporting Act, set to expire on January 1, 2004, and
whether there should be national standards set for shar-
ing this information or if states should be allowed to set
their own stricter provisions. (See GS issues 03:07:01
and 03:05:02 for more details.)

First Data Cuts 260 Jobs

In an effort to keep costs down and improve operating
m a rgins, Denver-based First Data Corp. laid off 260
employees, including 190 in Omaha, Neb., and 100 con-
tract workers. The jobs lost all were in First Data's card -
issuing division and included several diff e rent levels of
employees – programmers, project managers and vice
p residents. 

FDC, Concord Comply
with DOJ Info Request

First Data Corp. and Concord EFS, Inc. said they both
have complied with the Department of Justice's re q u e s t
for additional information in re g a rd to First Data's A p r i l
2003 proposal to acquire Concord for approximately $7
billion. The combined company would have contro l
over 70% of the PIN-based debit market. The companies

U.S consumer spending increased 0.8% in July, the Commerce Department reported.

U.S. consumer debt increased 4.1%, or $6 billion, in July 2003, largely attributed to automobile loans and
other big-ticket purchases.

Wal-Mart Stores, Inc. sold more furniture in 2002 ($1.24 billion) than any other retailer, the Wall Street
Journal reported.

Starbucks Coffee Co. plans to open retail locations in two of Charter One Financial, Inc.'s banking
centers in Albany and Rochester, N.Y. Banking hours for these branch locations will be 6 a.m. to 10 p.m.
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said they have certified their compliance with the DOJ
and that it has the right to challenge their certification.
Both companies still expect the deal to close in the
fourth quarter of 2003.

A N N O U N C E M E N T S

ETA Retires Interconnect 

The Electronic Transactions Association ( E TA )
announced that it is retiring "Interconnect," a printed
information re s o u rce for ETA members on association
and industry news. The last issue of the publication was
the July/August issue. The ETA now will provide this
content through several diff e rent media sources: its We b
site, Transaction Trends magazine and e-mail updates.     

Vital Adds Lipman Products to its Offering

Vital Processing Services C l a s s - A a p p roved L i p m a n
USA, Inc.'s retail and direct marketing point-of-sale
application to include restaurants for credit, debit, EBT
and commercial card processing for the NURIT 2085,
NURIT 3000 and NURIT 3010 terminals. Vital also
C l a s s - A a p p roved the NURIT 8000 wireless terminal to
p rocess through Vital's network.

PA RT N E R S H I P S

ACH Direct and EXS Partner

Electronic Exchange Systems (EXS) and ACH Direct,
I n c . have established an ISO credit card re l a t i o n s h i p
that will allow ACH Direct's agents to market and sell
f rom one source for both credit card and ACH pro c e s s-
ing services and also enable EXS to provide its sales
agents with merchant processing services. ACH Dire c t
p rovides and processes ACH transactions (EFTs ) .

Convert Currency at the Point-of-Sale

CardSystems Solutions Inc. and M t r e x have partnere d
to provide dynamic currency conversion to ISOs,
a c q u i rers and merchants in the U.S. The two companies
a re integrating their technologies (CardSystems' pro-
cessing systems and Mtrex's currency management sys-
tems) to offer currency conversion originating at the
point-of-sale and continuing throughout authorizations,
clearing and settlement to chargeback pro c e s s i n g .

Both the cardholder and the merchant can make trans-
actions in their currency of choice, knowing immediate-
ly how much their purchase will cost and not having to
wait for their monthly credit card statement to find out.

CardinalCommerce Wins Two

CardinalCommerce Corp. has won two new customers.
Both Provident Bank and First Horizon Merchant
S e r v i c e s will offer Card i n a l C o m m e rce's payment
authentication software, Cardinal Centinel, to their
online merchant customers. Card i n a l C o m m e rc e
designed the software specifically for acquiring banks,
m e rchant service providers and their merchants – it
reduces the number of fraudulent transactions and
guarantees payment to online merchants while pro t e c t-
ing account information.

Chartway Chooses Certegy

Chartway Federal Credit Union selected Certegy Inc.
to provide credit, debit and ATM card pro c e s s i n g ,
Internet banking and electronic bill payment services
and customer support for at least five years. Chartway
has more than $800 million in assets, 130,000 members
and branches throughout the U.S.

DAS Partners with Montana Bank 

Diversified Acquiring Solutions Sales Corp. Inc.,
(DAS) and Missoula, Montana-based Community Bank
e n t e red into a merchant referral program where b y
Community Bank-Missoula will refer new merc h a n t
business to DAS (and receive referral income and re s i d-
ual income on all processed volume), and DAS will han-
dle application functions, credit underwriting and will

Page 8





p rovide the sale, setup and servicing of the pro c e s s i n g
re l a t i o n s h i p s .

CyberSource Offers Check Acceptance

CyberSource Corp. has teamed with First Data Corp.'s
Te l e C h e c k division to offer its merchants the ability to
accept checks over the Internet using Te l e C h e c k ' s
Internet Check Acceptance (ICA) service. CyberSourc e
is a provider of electronic payment and risk manage-
ment solutions.

Moneris Renews with Illinois State Office

Moneris Solutions renewed its payment pro c e s s i n g
a g reement with the Illinois Office of the Secretary of
S t a t e. This state office has been using Moneris
Solutions' hard w a re, software and service/support to
accept credit and debit cards and electronic checks over
the phone and the Internet. 

The office accepts Visa, MasterCard, American Expre s s ,
Diners and Discover/Novus for business services such
as driver's license renewals and new license plate
o rders. Moneris Solutions' original partnership with the
Illinois Secretary's Office in 1992 enabled it to accept
c redit card payments for the first time.

Kinko's to Use Mosaic's EFT Software

Kinko's, Inc. will use Mosaic Software's Postilion EFT
s o f t w a re for the authorization of credit and signature
debit card transactions initiated in Kinko's stores. In
addition, Kinko's will use Mosaic's Postilion at the cor-
porate level as a payment gateway for routing transac-
tions directly to networks and card issuers, which elim-
inates the need to route transactions from each store to
the EFT network via dial-up. Kinko's also will use the
s o f t w a re for stand-in authorizations at both Kinko's
s t o res and corporate levels.

Another Clearing House Joins NCE

The Connecticut Clearing House joined the N a t i o n a l
Check Exchange 's (NCE) check clearing and settlement
o rganization, adding 16 banks and 428 million checks.
With this addition, the NCE said it now clears and set-
tles 4.1 million checks valued at $8.1 billion on average
per day. The Connecticut Clearing House will benefit
f rom the relationship with NCE with access to electro n-
ic check presentment and an image exchange network.

Mikasa, Starbucks Choose NPC

National Processing Co. (NPC) signed a multiyear
a g reement to provide authorization and settlement
services for all Visa and MasterCard transactions at
Mikasa, Inc.'s U.S. retail stores. NPC also will pro c e s s
Canadian MasterCard and Visa credit card transactions
for Starbucks Corp. NPC already provides authoriza-

tion and settlement services for all U.S.-based
M a s t e r C a rd, Visa and Diners Club transactions for
Starbucks' retail, catalog and online sales.

A C Q U I S I T I O N

Global Axcess to Acquire 900 ATMs

Ponte Vedra Beach, Fla.-based Global Axcess Corp.
signed a letter of intent to acquire approximately 900
AT M / m e rchant contracts from a privately held compa-
ny based in the Southeast. Global Axcess expects the
transaction to close by January 15, 2004. 

No further details of the deal were disclosed. Thro u g h
its wholly owned subsidiary, Nationwide Money
Services, Inc. (NMS), Global Axcess provides ATM man-
agement solutions such as cash, project and account
management services. NMS owns and operates more
than 1,600 ATMs across 39 states.

A P P O I N T M E N T S

AMDS Strengthens Management Team

ISO American Merchant Data Services Inc. announced
members of its management team: Bert Adcock i s
P resident and Co-Chairman of the Board; D o n
L a t o u r e t t e serves as Chief Executive Officer (CEO),
Chief Financial Officer (CFO) and Co-Chairman of the
B o a rd; Jim Darby is Chief Operating Officer (COO) and
D i rector; and Angie Browder is Executive Vi c e
P resident. Combined, AMDS executives have more than
37 years of credit card and check processing experience. 

Adcock worked at Concord EFS, Inc. for six years and
was Director of Customer Service. Latourette owns and
manages 21 rental real estate properties valued at more
than $4.5 million. He also has owned and operated a
c o n c rete and building materials company for 30 years.
Darby worked at Concord for 15 years and was the
D i rector of Operations. Browder was the top Inside
Sales Representative at Concord .

Datawire Promotes Two

Datawire Communication Networks Inc. announced
appointments to its executive management team as part
of an aggressive business growth plan. P a t r i c k
C u m m i s k e y was promoted to CEO from the position of
Senior Vice President of Sales and Marketing; he also
will serve on Datawire's Board of Directors. Cummiskey
joined the company in October 2002. 

Cummiskey previously served as Senior VP of Sales in
the Transaction Services Division at Alliance Data
Systems; VP of Business Development at Share d
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Network Services, Inc.; and Executive VP, Strategic
Development and Senior VP of Sales and Marketing at
B U Y PASS Corp. (now part of Concord EFS).

D a t a w i re's Senior Vice President of Operations, M i c h a e l
G e i h s l e r, was promoted to President and COO.
Geihsler has more than 29 years' experience in pro d u c t
and system development, operations, client services
and business development in the transaction pro c e s s i n g
i n d u s t r y. Before joining Datawire in December 2002, he
served as Vice President, Client Services for A l l i a n c e
Data Systems. He also was VP, Electronic Commerc e
Systems Division at Shared Network Services and
Executive VP, Product Development and Senior VP,
Operations at BUYPA S S .

Zucchini, Taken and Ferrero on EWI Board

EWI Holdings, Inc. appointed Michael Zucchini, P h i l
Ta k e n and Louis Ferrero to its Board of Dire c t o r s .

Zucchini is Chairman of the Board of Inovant and a
D i rector of Visa USA and Visa International. He pre v i-
ously served as Vice Chairman of Fleet Boston Financial
until his re t i rement from that position in 1999. 

Taken is General Counsel for Tolleson We a l t h

Management and a consultant to various companies in
transaction processing and financial services. He pre v i-
ously served as Chief Administrative Officer and
General Counsel of Paymentech and as Senior Vi c e
P resident and General Counsel of First USA.

F e r re ro is the former Chairman and CEO of A n a c o m p
and the former Chairman of Conseco Global
Investments. He currently is the managing partner of
Tuscany Ve n t u re s .

Williams to Serve as Global eTelecom COO

Global eTelecom, Inc. P resident James Ronald
Williams also will serve as Chief Operations Off i c e r
(COO). Williams joined Global eTelecom as President in
April 2002 and was elected to serve on the Board of
D i rectors in March 2003. He is the founder and former
P resident of EZCheck, a payment guarantee company,
and has 20 years of experience in the payment pro c e s s-
ing industry. Williams succeeds Edward Vi l l a r real as
C O O .

Global Payments Appoints Two to Board 

Alan M. Silberstein and Raymond L. Killian Jr. will
serve on Global Payments Inc.'s Board of Dire c t o r s .

Silberstein is President and COO of Debt Resolve. He
p reviously served as President and CEO of We s t e r n
Union; Chairman and CEO of Travelers' Claim Services
unit; and head of retail banking for Midlantic Bank. He
also managed the credit card business and retail opera-
tions and technology for Chemical Bank.

Killian is Chairman of Investment Technology Gro u p ,
Inc. (ITG), Chairman of the Board of Voice A u t o m a t i o n ,
Chairman Emeritus of the Cotting School in Lexington,
Mass., and is a partner in High Street Equity A d v i s o r s .
He previously served as President and CEO of ITG until
he re t i red in December 2002. 

He also was Executive Vice President for the Jeff e r i e s
G roup from 1985 to 1995 and Vice President of
Institutional Sales for Goldman Sachs from 1982 until
1985. He is a past governor of the Boston Stock
Exchange and also served on the board of the National
O rganization of Investment Pro f e s s i o n a l s .

MIST Appoints New President/CEO

MIST Inc. h i red David Nyland to serve as Pre s i d e n t
and CEO. Nyland has more than 15 years of experience
in the technology industry. He held senior management
positions at A rchitel and Syndesis. He also worked with
A c c e n t u re, a global management consulting and tech-
nology services company. Nyland replaces Charles E.
Lee, who stepped down from the positions in Marc h
2003.  
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AM e rchant Level Salesperson who can read is
d a n g e rous. Think about all the re s o u rces avail-
able to the MLS – and that is exactly what my
next series of articles will showcase. "Stre e t

Smarts" will examine and evaluate such valuable
re s o u rces as acquirer associations, trade publications,
educational institutions, conventions and confere n c e s ,
industry associations and related industry Web sites.
We'll discuss which re s o u rces are most effective as well as
those that may not be worth your time and effort. 

This column begins the series by highlighting the phe-
nomenon of regional acquirers association meetings, a
re s o u rce well worth your time and effort. I just re t u r n e d
f rom the first Midwest A c q u i rers Association (MWA A )
meeting, which took place July 30 to August 1, 2003 in
Chicago. It was an extraordinary experience to witness
the birth of a re s o u rce forum for Merchant Level
S a l e s p e o p l e .

The organizers of the MWA A should be very proud of
what they accomplished at their inaugural event. Nearly
400 industry professionals were in attendance. The buzz
at the registration desk was palpable. I overh e a rd one
person on a pay phone telling another, "Hey, you got to
come down here and check this out."

The event was well run and well organized. Kudos to the
founding board of this organization, which includes
P resident Mark Dunn of Newtek Merchant Solutions,
Vice President Caroline Marino of Ingenico, Tre a s u rer Jim
McCormick of General Credit Forms and Board Members
Mistee Spry of General Credit Forms, Lisa Lenczyk of
VeriFone and Lori Carney of First Data Merc h a n t
Services. 

Highlights of the MWA A c o n f e rence included panel dis-
cussions on such timely topics as electronic pro c e s s i n g ,
gift cards, check conversion, smart cards, ISO rules and
regulations, online payment security and future tre n d s .
Keynote speakers included Holli Hart-Ta rgan and yours
t ru l y. It was during my presentation that I found out how

well received this "Street Smarts" column has been by the
b a n k c a rd acquiring industry. It was heartwarming and
much appreciated. Thank you, readers. 

Marino said the response to the event "verified our belief
that there was a great demand or need for regional con-
f e rences. Many sales
reps cannot aff o rd to
go to an ETA m e e t i n g ,
so bringing the meet-
ing to them is a terrific
s o l u t i o n . "

The highlight for me
was Bob Carr's pre s e n-
tation during the
" Vision of Payments in
2004 & Beyond" ses-
sion. Although it was a
bit controversial, I
thought it was right on
the money.

We all know that Bob
has made invaluable
contributions to the
industry through his
G reen Sheet column,
"Knowledge is Power. "
What many of you
might not know is that he's also a great speaker. 

Bob graciously accepted a Life Achievement Aw a rd at the
c o n f e rence and stood up and shared his honor with
another pioneer who set the standard for educating
M e rchant Level Salespeople, Paul Green. It was a sincere
and heartfelt speech. (For the full text of the speech, see
the August 25, 2003 issue of The Green Sheet, 03:08:02.)

I extend my personal congratulations to Bob for a well-
earned award and imagine it will give him even more
e n e rgy and enthusiasm to continue his valuable contribu-
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tions to The Green Sheet and our
i n d u s t r y.

If there was anything negative about
the MWA A c o n f e rence, I noticed it
during a panel discussion. One of
the speakers asked the audience of
nearly 400, "Who here is a Merc h a n t
Level Salesperson?" The re s p o n s e
a p p e a red quite low for an event that
was put on specifically for salespeo-
ple. It makes me wonder why so few
sales reps were there .

This was a fabulous, informative
event. All of the vendors with whom
you need to set up re l a t i o n s h i p s
w e re in attendance to help educate
you. The problem was that not
enough of you showed up to take

advantage of this opportunity. Yo u
can lead an MLS to water, but you
can't make an MLS drink!

Industry leaders are going out of
their way to make events like this
available because they are re s p o n d-
ing to sales reps' pleas for locally
hosted trade shows/confere n c e s
and training events with great ven-
dors and great speakers. The ven-
dors, meanwhile, are looking for
opportunities to meet with the peo-
ple who drive the business – the
M e rchant Level Salespeople.

It is evident that vendors are willing
to provide the re s o u rces to make
these events worthwhile. The pro b-
lem is that if you do not show up,

these types of opportunities will dis-
a p p e a r.

To stay ahead of the curve, the MLS
needs to stay informed about new
p roducts and services available in
the marketplace, at least on a semi-
annual or annual basis. Successful
sales reps need to ensure that they
have the most updated and accurate
information to compete in the mar-
ketplace. 

The only way to achieve this is to
attend these types of conferences. If
you don't heed this advice, your
business will slip while your com-
petitors' businesses will gro w.

The next MWA A event is scheduled
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for the end of July 2004. All of the details will be posted
on www. m i d w e s t a c q u i re r s . c o m .

Two sister groups on the East Coast, the Northeast
A c q u i rers Association (NEAA) and the Southeast
A c q u i rers Association (SEAA), have been putting togeth-
er educational forums for several years. These org a n i z a-
tions are not-for- p rofit, non-membership, independent
f o rums dedicated to you, the hard-working MLS! Their
mission is to provide a regional opportunity for training,
education and networking in the bankcard acquiring
c o m m u n i t y. 

The SEAA's third annual meeting is scheduled for
October 9, 2003 at The Rosen Centre Hotel in Orlando,
Fla. Encouraged by the feedback from attendees at last
year's highly successful event in St. Augustine, Fla., the
S E A A will expand the number of available vendor spots
to 40 and also will increase vendor hall time. An exciting
and informative agenda is planned for all participants.
For more details, visit www. s o u t h e a s t a c q u i rers.com. 

As always, I'd love to hear from you. Please send your
feedback on this topic (and any others) to
s t re e t s m a r t s @ t o t a l m e rchantservices.com. My next col-
umn will discuss valuable Web site re s o u rces you can and

should be taking advantage of, including the offerings of
the new Green Sheet Online Web site. Please continue to
look for my posts on The Green Sheet MLS Forum. I wel-
come all your responses and will include them in my
columns.   

"Opportunities are never lost; 
someone will take the ones you miss."

– Anonymous

I'll see you next time where the rubber meets the ro a d .

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Ed is the driving force behind all business
development activity as well as the execution of Total Merchant
Services' marketing plan, including recruiting and training inde-
pendent sales offices and establishing strategic alliance partnerships
with leading vendors, so that Total Merchant Services can provide its
customers with the highest quality and most reliable services avail-
able. To learn more about Total Merchant Services, visit
www.totalmerchantservices.com.  To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com or
contact Ed directly at ed@totalmerchantservices.com

Page 1 8





Page 2 0

By John H. Beebe
Global eTelecom, Inc.

What do you think and feel when you re a d
the statement in the headline above? Many
thoughts come to my mind. Yes, I can kind
of see the point here. But so what? I am

busy with everything else going on with my company,
my customers and my employees, and I have a million
other things to focus on. I can tackle this thought after I
deal with all of the items on my plate today. But, in tru t h ,
that day never seems to come. Sound familiar?

My name is John H. Beebe; I am Chairman and Chief
Executive Officer of Global eTelecom. I also am honore d
to serve as Vice Chairman of the Point of Sale Wo r k
G roup for the National Automated Clearing House
Association (NACHA) Electronic Check Council.

I have had the privilege of writing for The Green Sheet in
a limited capacity before – I produced an "Electro n i c
Check Conversion Factoid" by invitation of Paul Gre e n .
Many of you might have heard my name but have not
had a chance to talk with me personally. Since I am active-
ly involved with NACHAand some industry events coin-
cide with official NACHA meetings, I am not able to
attend every event. 

In this monthly column, I hope to explore a wide range of
topics that impact all of us and will determine the dire c-
tion we are headed. You also can expect some in-depth
and frank discussions about NACHA and how it aff e c t s
you and your merchants, even if you only sell or pro v i d e
c redit card processing services. I will share how you and
your organization can participate in shaping the future of
our industry by giving voice to your thoughts, ideas and
p e r s p e c t i v e s .

I also will share some of my background with you, which
will help you understand my perspective. I expect this
column to grow and mature as time passes, and your
thoughts and feedback – positive or negative – would be
g reatly appre c i a t e d .

I want to thank Paul Green and the entire staff for the
opportunity to be able to contribute to The Green Sheet
again. I greatly admire all of the positive changes and in-
depth features that have been added and The Gre e n
Sheet's continued evolution and maturation as a knowl-
edgeable, trusted and accurate source of information on
our industry.  

I spent much time wondering what profound bit of wis-
dom I could provide in this article. I thought long and
h a rd and had many ideas. However, none seemed to
work. Something was missing. I then realized that the
only true wisdom I am able to provide (profound or not)
would come from my personal insights into the chal-
lenges that I have faced and how my company and I have
responded to them. The Good. The Bad. Yes, even The
U g l y.

Think back to the beginning of the article, when I asked
you what came to your mind with the statement: "Yo u r
unhappiest customers are your greatest source of learn-
ing." Take a deep breath. Think about it again: "Yo u r
unhappiest customers are your greatest source of learn-

Your Unhappiest Customers Are
Your Greatest Source of Learning





ing." What sense do you get when
you think of your unhappy cus-
tomers? Slow your mind and focus
on that for a moment.

To many of us, there are diff e re n t
types of "unhappy customers." We
all know the ones who are going to
complain and be unhappy even if
we give them everything for fre e .
Right? 

But what about the other types? The
ones we can't so easily rationalize?
Your bigger clients, perhaps a mid-
size client or profitable merc h a n t
that is difficult to deal with?

Think of the times you have gotten
angry phone calls from top clients or
m e rchants – they are on hold to
speak with you or have left you an
ominous message to return their call
i m m e d i a t e l y. What do you feel now?
It doesn't matter whether you are a
sales agent, CEO, president, vice
p resident, sales manager or any

other position – we all are human.

Maybe you are a sales agent in the
field who has just set up and
installed a large merchant, and you
get the call that nothing is working
right – leaving them at the busiest
time of the day without payment
p rocessing capabilities. 

Or you are a CEO who gets a thre a t-
ening call from one of the nation's
l a rgest retailers, vehemently com-
plaining and detailing a sickening
lack of service and support fro m
your company. It feels the same, no
matter the size of the client or the
scope of the situation.

Some of you may have a sick feeling
in the pit of your stomach just think-
ing about it, while others may cringe
a little from the visualization. A f e w
of you may be tempted at this point
to stop reading this article because
this is unpleasant stuff, but I ask that
you please bear with me. 

I hope you and I will become
e m p o w e red and stronger in the
p ro c e s s .

T h e re is an old saying, "What a gift it
would be to see ourselves as the
world sees us." At this moment, this
"unhappy" customer is pro v i d i n g
you and me with just such a gift.
Once we get past what the pro b l e m
is and perhaps our emotional
response to it – anger, pride, ego,
even dread or fear – and look at it
f rom a larger perspective, can we see
the validity of what is being said?

Sometimes, what customers com-
plain about is truly embarrassing. I
have been astonished by some of the
appalling errors we have made with
our own customers, and it ultimate-
ly is a reflection on myself and other
members of our company.

The natural human response is
denial, to help make the situation
m o re bearable in our minds. (Sure l y
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Anyone can
C H A R G E
ANYw h e re®!

Your Potential Customers:
Taxis/Limos • Food Delivery • Restaurants • Towing Services • Contractors • Locksmiths • In-home Sales
Home Healthcare Providers • Service Organizations • Retailers • Concert/Event Promoters  • Trade Shows

Sell the wireless credit card processing solution
that is perfect for almost any business!
A ff o rdable wireless POS solutions from Comstar
Interactive are perfect for a variety of industries. Especially
CHARGE ANYwhere, which allows businesses to accept
c redit card payments from virtually anywhere*. Because
CHARGE A N Yw h e re is versatile and aff o rdable, it’s an
easy sell to any business that’s on the go!

Ask about all of our POS solutions and the new re v e n u e
o p p o rtunities they provide. Call 1-800-211-1256 x150 o r
visit www.comstarinteractive.com for more inform a t i o n .

©2003 Comstar Interactive Corp. All rights re s e rved. Comstar Interactive Corp and the graphic icon are service marks of Comstar Interactive Corp.
*Coverage provided in 93% of the urban business population.



we did not do that; there is no way
... sound familiar?)

At times, I even have felt too
ashamed and embarrassed to pick
up the phone to deal with the situa-
tion. It would seem easier to just
bury it and move on. 

But it's critical to remember that this
customer is teaching us something
about our company and ourselves.
What makes the diff e rence is
whether we choose to be afraid to
look at "how deep the rabbit hole
goes ..." or if we truly seek to deal
with the root cause of the re a s o n
behind our customer's unhappiness.
Your perspective on the situation is
what will determine the outcome.

As difficult as it may be at the time,
try to look at the situation as a bless-
ing. Despite the outward appear-
ances, this is a positive. The "unhap-
py" customer who will help re f i n e

you and your company and pro v i d e
techniques to help you gro w. 

This is how life works, for we would
not grow if we did not have chal-
lenges, problems or resistance. This
is what defines who we are and
makes us stronger even though we
may not like the process that we
have to go through to get there .

R e m e m b e r, no company is perfect;
everyone is in a constant state of
change and growth. We are neither
as good as our happiest customer
says we are nor as bad as our unhap-
piest customer says we are. The re a l
t ruth lies somewhere in the middle.

In business we are all dealt both
"Good" and "Bad" cards. Try as we
might, there is no way to get aro u n d
it. Business success consists not in
holding only "Good" cards but play-
ing all of your cards well. 

When challenges, problems and
"unhappy" customers arise, don't be
afraid. Alter your perspective to see
the positive outcome that can re s u l t
f rom even the darkest and worst sit-
uations. Hold that thought for a
moment. Don't look and respond to
the surface situation. See it as a pos-
i t i v e .

Think again about that statement,
" Your unhappiest customers are
your greatest source of learning."
Now what comes to mind?  

John H. Beebe is co-founder, Chairman
and Chief Executive Officer of Global
e Telecom, a nationally re c o g n i z e d
Electronic Check Conversion processor and
technology solutions provider. John also
s e rves as the Vice Chairman for the
NACHA Electronic Check Council's Point of
Sale Work Group and in 2001 was nomi-
nated for Ernst & Young's Entrepreneur of
the Year award. You can reach John at
john@globaletelecom.com
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By Steve Eazell
S e c u re Payment Systems, Inc.

It seems impossible to fathom that at one time we
mostly drank just plain coffee for breakfast. There
w e re no venti lattes or mocha Frappuccinos, nor
w e re there half-caff Caffé Americanos with a dash

of caramel, and we didn't spend three bucks at the count-
er for a cup of joe, either. Just good old fashioned "rot gut"
c o ffee that, for the longest time, cost a dime. ("Bro t h e r, can
you spare a dime – for a cup of coff e e ? " )

A n y w a y, that was then and this is now. We are now the
latte generation, originated and formulated by that
famous Seattle institution known as Starbucks. Not only
do we now have a veritable cornucopia of caffeinated cre-
ations, we no longer confine our consumption to the
morning hours. At any given time of the day you will find

a line at the counter ordering one adrenaline-jolting taste
wonder or another, frapped, whipped, blended or just
p o u red at our local Starbucks. 

Yes, it is true. Starbucks was the one that started us all on
our way to spending up to 40 times what we used to on a
cup of coffee, but coffee is n o t what this article is about.
You see, not only did Starbucks create an international
phenomenon in the world of caffeinated beverages; it also
got us hooked on stored-value gift card s .

Granted, Starbucks was not the first retailer to pro ffer and
accept gift cards at the point-of-sale. As a matter of fact,
58% of the top 250 retailers now accept gift cards in one
form or another. However, Starbucks did get us to
embrace them with the fervor associated with the rest of
its brand marketing. 

Most of the buzz that we are experiencing with gift card s
was initiated in late 2001 when Starbucks intro d u c e d
them with a flourish. Now, many of you may not know
why Starbucks decided to offer its gift card pro g r a m .
And, if you are like me, you will be surprised to find out
w h y.

As I mentioned earlier, we never before considered pay-
ing three dollars, more or less, for a single cup of coff e e .
And not until someone introduced a cup of coffee that
actually tasted good (go figure) did any of us think about
using a credit card to pay for it.

H o w e v e r, as we began facing the daily thre e - d o l l a r
"mocha chocha ya ya grande latte with a twist," not to
mention the two-dollar muffin, it became downright com-
monplace. That's right, we began financing our new habit
with plastic, and Starbucks is paying for it in transaction
fees and interchange from Visa and MasterCard. 

As you can imagine (just do the math), even with the
leverage associated with Starbucks' credit card volume,
those fees could add up in a jiff y. So it is only natural to
assume that some smart accountant challenged the pro d-
uct development department to investigate the "gift card
thing." After all, if it could get its devoted customers to
P R E PAY for their jolt, then the benefit of future re d u c e d
i n t e rchange is obvious. For you and me, the rest, as they
s a y, is history. 

Because of this simple twist of genius, retailers have
begun to look upon the phenomenon known as store d -
value gift cards as a necessity and not just a benefit.
Americans have embraced the gift card with a fervor
unmatched by anything short of the credit card boom of
the 1980s. As a matter of fact, according to First Data

Stored-Value Gift Cards:
They Aren't Just for
Breakfast Anymore!

500 Bees = Mini Cooper, VW B ug,or Toyota Camry or $20,000 CASH
400 Bees = 10 Day Vacation to the Carribean or Europe for 2 or $12,000 CASH
250 Bees = In-Home Theatre or 5 day trip to Disney World for 4 or $5,000 CASH
100 Bees = Laptop or Desktop Computer with flat screen  or $1500 CASH
50 Bees = N i k o n Digital Camera or Sony 15” Flat Screen TV or $500 CASH

1-877-700-SWIPE ext.242

Retail Buy Rate Moto/Internet Buy Rate

BPS

1.47% + $ 0.16      1.93% + $0.22

V I S I T  O U R  W E B S I T E @ W W W . B U S Y - A S - A - B E E . C O M

WHAT ELSE IS BUZZING AT BPS?
BEE CheX Electronic Check Conversion Guarantee Program, Buy Rate 1.12% + $0.16. 

Internet: 100% online application, no wet signatures ever needed • High RiskDepartment 
• Guaranteed Sure LeaseProgram • ATM’s • ACHProgram • BEE CARDGift & Loyalty Program

Bonus Program in addition to residuals. Each approved account 
processing with BPS receives 1 Bee Credit.

*B I - L I N G U A L
S E RVICE/TECH SUPPORT



M e rchant Services, which did a survey of the current gift
c a rd culture, the results are :

• 75%-85% of U.S. consumers are aware of gift cards.
• 45% have used one.
• The average purchaser spends $200 per year.
• The average purchaser buys four cards.
• 61% of recipients spend more than the amount on the gift

card.

So what does this tell us? First, since the Starbucks Gift
C a rd Revolution, retailers are not just asking for gift
c a rds, they are demanding the capability to generate and
accept the gift card at the point-of-sale. It is no wonder –
the gift card offers a host of benefits to the merchant as
well as to the consumer, not to mention the extraord i n a r y
revenue opportunities that it brings to you and me. 

Because of that ubiquitous chain of corner havens
designed to create and satiate us java junkies, we now
have a new craze on our hands. And it is up to us to give
m e rchants what they are asking for.

Starbucks estimates that part of its 23% growth for the
second quarter can be attributed to, among other things,
its gift card program. You will find that Starbucks has
other ideas for the gift card in the works. It is estimated

that at any given time there is more than $1 million pre-
paid on its cards. That is a lot of latte not yet poured just
sitting in the Bank o' Starbucks collecting interest. A n d
a c c o rding to a national average, the breakage is re a l i s t i-
cally sitting at about 15%. Hold the foam! In anyone's
book, that is a lot of beans.  

So the race is on, and I say to you: Go west, young men
and women, and east and north and south, to your local
retailers and sign them up. They are waiting for you to
show them how they, too, can be like Howard (he was the
one who bought Starbucks and changed the way we
drink our coffee fore v e r ) .

On your way out, be sure to pick up your grande vanilla
latte. For if it was not for Howard's brilliant idea to get us
to fork out big bucks to get our adrenaline fix, it would
not have spawned the notoriety and overnight sensation
of stored-value mag stripe gift cards nationwide.   

Steve Eazell, a 15-year veteran of the payment industry, is the
Director, National Sales and Marketing for San Diego-based Secure
Payment Systems, Inc. (SPS), a national provider of value-added
services, including electronic check and stored-value gift card serv-
ices. For more about SPS, visit www.securepaymentsystems.com. E-
mail Steve at seazell@securepaymentsystems.com.
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By David H. Press
Integri ty Bankcard Consultants,  Inc.

Effective October 4, 2003, Visa USA will elimi-
nate the second chargeback and second re - p re-
sentment as part of its ongoing Re-Engineering
Disputes ("RED") Project. The RED changes are

designed to streamline the chargeback process by captur-
ing the dispute information electronically to track re c e i p t
of the documentation/information by the correct party
and reduce the time to resolve charg e b a c k s .

To expedite dispute resolution and facilitate exchange of
information rather than simply providing documenta-
tion, the second chargeback cycle is being eliminated. If a
dispute is not resolved after one dispute cycle, the issuer,
rather than the acquire r, will decide whether to file for
a r b i t r a t i o n .

A d d i t i o n a l l y, the retrieval re q u e s t - related "second first
c h a rgeback" will be eliminated. This means that mer-
chants should provide all of the information necessary to
rebut the chargeback the first time because it now will be
the only time.

H e re are some definitions of chargeback terms the
M e rchant Level Salesperson should understand:

• Retrieval Request: An issuer's request for a transaction
receipt, which could include a paper copy, a facsimile or
an electronic version.
• C h a r g e b a c k : A transaction that an issuer returns to an
a c q u i rer to reverse a transaction. 
• Chargeback Advice: A VisaNet message, sent in
response to a chargeback, that notifies the issuer of the
VisaNet Documentation Automation Service status of the
a c q u i re r. 
• Chargeback Period: The number of calendar days fro m
the central processing date of a transaction receipt, during
which time the issuer may exercise a chargeback right.
• R e - p r e s e n t m e n t : A clearing re c o rd that an acquire r
p resents to an issuer through interchange after a charg e-
back to reverse the charg e b a c k .
• A r b i t r a t i o n : A p rocess where Visa determines financial
liability between issuers and acquirers for transactions
that are presented and charged back.
• P r e s e n t m e n t : A clearing re c o rd that an acquirer pre s-
ents to an issuer through interchange, either initially (a
first presentment) or after a chargeback (a re - p re s e n t-

m e n t ) .
• F a s t Track Exhibits: A series of specific questionnaire -
style exhibits designed for each chargeback category to
facilitate the exchange of information in the charg e b a c k
p rocess. A F a s t Track Exhibit is re q u i red when documen-
tation is sent to the opposing member and may be used in
place of a cardholder or merchant letter.
• Visa Resolve Online: The new online Visa service for
the retrieval and transmission of dispute resolution infor-
mation and documentation.
• Transaction Receipt: An electronic or paper re c o rd of a
transaction (or a copy, including microfilm), generated at
the point-of-transaction, including: 
< u l >

• Credit Transaction Receipt 
• Electronic Transaction Receipt 
• Guest Folio 
• International Airline Transaction Receipt 

Coming in October:
Visa's RED Will Change Chargebacks Forever



OUR CAPABILITIES INCLUDE:

•  POS Equipment & Supplies

•  Deployment

•  Merchant Training

•  Repair & Replacement

•  Web-based Order Entry
via VitalSync

•  Just-in-time Inventory
Management

QUALITY EQUIPMENT FROM:

•  VeriFone

•  Hypercom

•  Lipman

•  Thales

•  Ingenico

•  RDM

•  MagTek

HIGHER QUALITY AND LOWER COSTS IN ONE
COMPLETE RESOURCE:

From POS equipment, supplies and deployment to on-line
order management, Vital Merchant Services has what it
takes to keep your business moving. Our responsive support
team can get your merchants what they need, when they
need it.

Regardless of your payment processor, Vital Merchant
S e rvices is ready to fulfill any and all of your POS 
equipment needs. You can rely on VMS to support you with
the best customer service in the industry and most 
extensive equipment inventory.

WE DELIVER
COUNT ON US TO FULFILL ALL YOUR MERCHANT SERVICING NEEDS

© 2003 Vital Merchant Services. Vital Merchant Services is part of Vital Processing Services LLC. All rights reserved.

CALL VITAL MERCHANT SERVICES AT 800.348.1700
OUR SALES REPS ARE READY AND WAITING TO ASSIST YOU



• Order Form
• Sales Draft 
• Substitute Transaction Receipt
• T&E Document 
• Transaction Record

< / u l >
< / u l >
After receiving a presentment, an issuer may charge back
a transaction to the acquire r. Similarly, the acquirer may
re - p resent the chargeback to the issuer if the merchant can
p rovide information to rebut the chargeback. 

E ffective October 4, 2003 an issuer must not charge back
the transaction a second time, and the acquirer must not
p resent the transaction a third time. So it is important for
the merchants to provide all rebuttal information for the
c h a rg e b a c k .

A member has the right to file for arbitration after re c e i v-
ing a subsequent chargeback or re - p resentment. 

If requested by the acquirer and permitted under applica-
ble law, the issuer should provide the card h o l d e r ' s
a d d re s s .

An acquirer must not process a transaction as a first pre-
sentment (i.e., a sale) if the transaction previously has
been charged back.

Also effective October 4, 2003, Visa's operating re g u l a-
tions have been revised to re q u i re the use of Visa Resolve
Online for the transmission of all the chargeback and re -
p resentment documentation as well as all arbitration and
compliance case filings, including pre-arbitration and
p re - c o m p l i a n c e .

To re - p resent a chargeback, the acquirer must provide the
issuer with the following: 

• Any documentation or information to remedy the first
chargeback.

• When documentation is provided, applicable FastTrack
Exhibit. 

• When information not available as Member Message Text
is provided to support a re-presentment, applicable
FastTrack Exhibit. 

• For non-fraud related disputes, the acquirer also may
provide the applicable FastTrack Exhibit, in lieu of a
merchant letter, to convey the required information for a
re-presentment right.

E ffective October 4, 2003, the acquirer must transmit this
documentation via Visa Resolve Online or, if unable to
transmit the re q u i red documentation, the acquirer must
use the appropriate message code to notify the issuer that
the documentation is being sent by mail and must mail

the document in a special envelope within one day of the
central processing date of the charg e b a c k .

F i n a l l y, as part of the ongoing RED project, the Vi s a
Mediation Service will be eliminated effective October 4,
2003 for Visa USA o n l y.

The good news is that the chargeback process will
become more streamlined and should become less con-
fusing to the merchant. 

It is going to be extremely important in re - p re s e n t i n g
c h a rgebacks to provide information and documentation
that actually rebuts the cardholder complaint and not just
send the same information for each chargeback. 

The vast majority of a typical merchant's chargebacks are
for only two or three diff e rent reason codes. Work with
m e rchants to have them understand how their charg e-
backs are occurring and to take steps to prevent and
defend them.  

David H. Press is Principal and President of Integrity Bankcard
Consultants, Inc. Phone him at 630-637-4010, e-mail him at
dhp@integritybankcard.net or visit www.integritybankcard.net
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By Adam Atlas
A t t o rney at Law

The decision to finance a business is usually
m o re of a business decision than a legal deci-
sion. However, once the decision to finance is
made, there are important legal issues to be

c o n s i d e red in structuring, drafting and implementing a
financing of the ISO business.

Most of the clients that I advise on financings have been
in business for at least five years and are in a position to
plan the future of their businesses with a greater measure
of certainty than startups. This does not mean that financ-
ing is only for veterans, but some experience might be
useful before mortgaging your business to a lender.

H e re are 10 points (among many others) to be considere d
f rom a legal and business perspective when you decide
whether to enter into an ISO financing transaction:

1. Do You Need It?

I always advise against entering into a financing unless
the need for it is clearly demonstrated. There are two
fact situations that, more than others, demonstrate the
need for financing.

The first is where the business will fold without an
injection of additional cash. In this situation, the princi-
pals of the business need to decide whether they will
allow the business to go under or whether they will take
the additional risk of a financing (i.e., a loan) to stay
a f l o a t .

The second situation where financing is particularly
useful is where an ISO wishes to expand significantly
within a short period of time and lacks the re s o u rces to
do so. A decision in this second situation re q u i res a bal-
ancing of your interest in a successful but slow gro w t h
business versus a faster growth but higher risk business.
At the end of the day, these are business decisions for
you to make.

2. Who is the Lender?

As many of us know from personal mortgages, the re l a-
tionship between a lender and a borrower is quite inti-
mate. Some borrowers make the mistake of borro w i n g
f rom the first lender who is willing to lend to them

without adequately re s e a rching the alternatives.

It is always in your interest as a borrower to compare
the terms off e red by a lender with those of other
lenders. In addition, try to find another ISO that has
b o r rowed from your proposed lender and find out what
the borrower's relationship with the lender is like. I
advise all of my clients that the relationship between
parties to a contract is at least as important as the word-
ing of the contract itself.

3. How Much?

Never forget that, to a certain extent, it is in the intere s t s
of the lender to lend you more money than you actual-
ly need. All businesses need a cash reserve, but avoid
b o r rowing significantly more than you actually need.

The first reason for this is that you will end up paying
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m o re interest than re q u i red to save or expand your ISO
business. A second reason is that you will extend the
time during which your business is vulnerable to cre d i-
tor remedies (i.e., fore c l o s u re ) .

4. At What Rate?

What is the interest on your borrowing? Remember,
i n t e rest rates are at their lowest level in 20 years. Shop
a round for the best rate.

5. How Long?

When are you expected to pay back the loan? The first
instinct of a borrower is often to see how late a loan can
be paid back. However, don't forget to also consider that
you may wish to repay the loan early. Consider the pos-
sibility that your business may be more successful than
you had planned, and stru c t u re the terms of your loan
documentation accord i n g l y. 

Give careful consideration to the penalties that will
apply to both late payment and early payment.

6. Negative Controls?

Negative controls are a shopping list of activities that
will be subject to a veto of the lender once the loan has

been disbursed. Typical negative controls include the
following: restrictions on transfers of shares of the bor-
ro w e r, restrictions on business activities of the borro w-
e r, restrictions on spending by the borrower and re s t r i c-
tions on further borrowing by the borro w e r.

B o r rowers often make the mistake of thinking that these
a re not negotiable items. The saying "He who has the
gold makes the rules" has some truth to it, but the lender
has a business reason to enter into a financing transac-
tion and there f o re has a business motivation to do it on
terms that all are agreeable to the borro w e r.

Pay careful attention to the list of negative controls and
consider whether your business can operate eff e c t i v e l y
under them. Negotiate accord i n g l y.

7. Security

Lenders will re q u i re various forms of security to make
s u re their loan is repaid. Some typical examples: a secu-
rity interest in residuals of the ISO (i.e., if you don't pay
back the loan, the bank gets your residuals), a security
i n t e rest in the shares of the borro w e r, and a pro m i s s o r y
note stating that upon a default the full amount of the
loan will become due in a personal guarantee by the
principal shareholders of the borro w e r.
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Once again, the types and terms of security granted are
negotiable and should be negotiated.

8. What is a Default?

Read the default clauses to all loan documents care f u l l y.
You likely will be surprised by the simple actions or
inactions of the borrower that may constitute a default.
Make sure that a default may not occur by actions of the
lender alone. In other words, the lender should not be
able to declare a default "at will." 

Be sure to understand all of the default clauses and con-
sider what might happen if each one of them were trig-
g e red; this piece of work may save your business fro m
s e i z u re by the lender.

9. Residual Protection

The key asset of an ISO is usually its residual income.
When a lender to an ISO forecloses on its loan to the
ISO, the principal asset used to pay down the loan
owing to the lender is likely to be residual income on the
ISO portfolio. 

What is strange about this scenario is that the best enti-
ty to protect residual income in the ISO portfolio is the

ISO itself and not the lender.
When negotiating with a lender, consider what kind of
mechanisms will be put in place for the lender to pro p-
erly manage the ISO portfolio before and after a default
by the ISO.

10. Get Legal Advice

Advice from your lawyer, or a lawyer with expertise in
financing and the electronic transactions business, is
highly recommended when financing an ISO business
because the wording of loan documentation is often
technical and should be reviewed by an expert to pro-
tect your intere s t s .

In addition, your lawyer can make suggestions that you
might not have considered. I would prefer not to have
to make this point so blatantly, but the subject of this
column makes it necessary.  

Adam Atlas, Attorney at Law, is Legal Editor for The Green Sheet,
Inc. Contact him via e-mail at atlas@adamatlas.com or phone 514-
842-0886. In publishing The Green Sheet, neither the author nor the
publisher is engaged in rendering legal, accounting or other profes-
sional services. If legal advice or other expert assistance is required,
the services of a competent professional should be sought. 
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Many people say they have integrity, and it
makes good business sense for people to say
the same about the way they run their com-
panies. But when you think about it, few

people really do incorporate that quality into their per-
sonal and professional lives. Fewer still would feel
s t rongly enough about the importance of this quality to
use it as their company's name. 

Mike Ponder, President and CEO of Integrity Payment
Systems, does things the way he knows they should be
done. People who have dealt with him over the years con-
tinue their working relationships with him because of his
high standard s .

"He's one of the most honest, stand-up guys in the busi-
ness," said Scott Rutledge of The Phoenix Gro u p .
Rutledge has known Ponder since 1990 and although
they've never worked together at the same company,
they've built a solid relationship through numerous busi-
ness deals.

"When Mike gives his word, you can bet the farm that
event will take place," Rutledge said. "He's the type of
guy that does what he wants and does what he says he'll
do. That's what's so re f reshing about his business. I
would use the words 'honesty' and 'integrity' to describe
him without hesitation."

Mike Grossman, Senior Vice President of Lipman USA,
has worked with Ponder since his company first intro-
duced its products in the U.S. 10 years ago. Their excel-
lent working relationship, Grossman said, has flourished
over the years in large part because of Ponder's high stan-
d a rds. "He's one of the good guys," Grossman said. 

T h roughout his life Ponder has stuck to his beliefs and
lived and worked by his values. "I am very fortunate to
have been raised in a home that taught me core values in
life. My father was, and still is, a tremendous example for
me," Ponder said. "He lives his life by making his word
his bond, and his handshake is his signature. His love for
the West and his passion for the outdoors impacted my
life tremendously and has instilled those same passions in
me." 

After growing up in Chicago, Mike didn't immediately
start his career in the bankcard industry. Rather than
choosing a formal education, Ponder packed his van and
"headed out We s t . "

The westward trail lured him to Idaho, Montana, New
Mexico and Washington, where he spent the next several

years. His passion for outdoor activities led him to work
on ranches. He shoed horses, guided wilderness trips
using pack mules, and even rode saddle broncs in ro d e o s .
"Out West is where I got a real education about life," he
said. 

Ponder said one of the best experiences of his life was
working with an organization called Vision Quest, based
in Tucson, Ariz.  This organization takes troubled youths
out of state institutions and gives them the opportunity to
turn their lives around by learning to trust and rely on
others in an unfamiliar, untamed environment. "Those
kids needed you to be a brick wall yet love them at the
same time," he said.

Although Ponder was hired to handle the livestock that
supported the wagon train and wilderness programs, he
became a youth counselor and ended up serving as the
o rganization's youngest Senior Pro f e s s i o n a l
A d m i n i s t r a t o r. 

While on a visit home Ponder met his soon-to-be wife,
C a rolyn. She lived in the Chicago area at the time and,
despite his best efforts, Mike couldn't quite convince her
to give up city life for a home on the range. So, Ponder
moved east, and he and Carolyn were married in 1988.
They recently celebrated the birth of their first child,
G reyson West, on July 10, 2003.

Ponder recalled that before going out West he dabbled in
sales. "I even sold vacuums door to door. Sales came eas-
ily for me." So in 1988, living again in Chicago, Ponder
went back to his roots in sales, returned to the streets and
eventually sold bankcard .

Based on what he learned in those early years, Ponder
believes that the sales organization is the lifeblood of any
c o m p a n y.

"I know what it's like to walk the street and open that
1,000-pound door and pick up that 500-pound telephone.
I've run a successful sales office, so I also know what it
takes to hire and retain good sales people. Most of all, I
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learned that excellent back-ro o m
support is critical in order to have a
successful sales pro g r a m . "

By 1991, Ponder had worked his
way up to Vice President of Sales for
Harbridge Merchant Services. In
1992, he joined the founders of
Universal Savings Bank of
Milwaukee (USB) to lead the sales
e ffort for that start-up venture .

" P rocessing deals was my forte," he
said. "Because of my sales experi-
ence, I knew how to design an
o rganization around sales. Caro l y n
and I had a lot to do with develop-
ing the back room at USB – pro c e s s-
ing deals, setting up leasing pro-
grams, developing a sales and mar-
keting strategy. By the time I left
USB, they were a billion-dollar
p rocessor with over 25,000 mer-
chants generated from my re c ru i t i n g
e fforts." 

Then, in November 1995, he was
p resented with the opportunity to
be a founding partner of a pro c e s s-
ing company with Frank Farrar, for-
mer governor of South Dakota and
owner of First Savings Bank (FSB).
Ponder saw this as an opportunity
to expand on ideas carried over
f rom USB.

" We developed First Savings Bank's
M e rchant Division from the gro u n d
floor up," Ponder said. "Frank
b rought the bank to the table and we
developed all systems internally,
except for authorization and cap-
t u re, which we relied on
Paymentech to support." 

The key to the venture was their
a p p roach to the bank/sales
a g e n t / m e rchant re l a t i o n s h i p .

"I have a saying: 'He who issues the
m e rchant number the quickest and
pays the quickest wins.' I've lived by

that," Ponder said. "To me speed and
accuracy are everything. Our 'same-
day turnaround' program meant we
would issue a live merchant number
and ship equipment the same day
we received a merchant application.
We also had a true guaranteed lease
p rogram. We did it every single day.
We never missed a beat and had no
business interruptions. The sales
o rganization had a real sense of con-
sistency; it was a place they could
call home."

FSB's merchant processing arm was
a system that worked well for every-
one involved. Ponder and his staff
placed great emphasis on re l i a b l e
customer service for both customer
g roups – the sales agents and the
m e rchants they acquired. The re s u l t :
F rom booking its first merchant in
1995 through February 2000, FSB
became a billion-dollar-plus pro c e s-
s o r.
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Another essential element in the
success of their program at FSB was
the fact that it was a one-stop shop.
It handled every aspect of merc h a n t
accounts in-house, from applica-
tions to processing, equipment
deployment and risk management. 

"When you control the process, you
can control the chaos. At FSB, the
only things we outsourced were
authorization and capture," Ponder
said. "I'm a firm believer in doing
everything in-house, and there's a
reason for that. You need sound sup-
port systems operationally, other-
wise sales efforts are futile.

"I'm not a control freak, but I do
want to control the pro c e s s .
Inconsistency can't be tolerated
when you're dealing with straight
commission re p resentatives. They
have to have a high level of re l i a b i l-
ity from the organization they are

re p resenting. I know from my time
on the street it's feast or famine out
t h e re . "

After FSB's Merchant Pro c e s s i n g
Division was acquired, Ponder did a
lot of soul-searc h i n g .

"While I sat on the sidelines I saw
the industry changing," Ponder said.
"I felt the need to create a company
that exceeded even what we had at
FSB. I felt it needed to provide tradi-
tional bankcard services, but it also
needed to go beyond that to off e r
the newest products the market-
place is demanding.

"But most of all, re g a rdless of how
the industry changes, I knew there
was still a need for a company that
put sales at its heart and focused on
p roviding consistent and re l i a b l e
support for both sales agents and
m e rc h a n t s . "

So he and Carolyn set out to form
Integrity Payment Systems with
F a r r a r. Things at IPS are not that
much diff e rent than they were at
F S B .

" We formed IPS by building upon
the concepts we had at FSB," Ponder
said. "And because we are fortunate
to have virtually the same manage-
ment team that we had at FSB, there
was no learning curve, even fro m
the very first transaction for the first
b o a rded merc h a n t . "

They took back their former FSB
o ffice space in October 2002. Farrar
still owns First Savings Bank, and,
as at FSB, Carolyn serves as Chief
Operating Officer for IPS.  

The name for their new company,
Ponder said, came from an idea that
kept working itself into all their dis-
cussions about how to run the new
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v e n t u re, and it reflects Mike and
C a rolyn's shared goals for their
o p e r a t i o n .

" We recognized that when you say
'integrity' in a marketplace like ours,
it's a tall order to fill," Ponder said.
" We ' re grateful we chose it. Every
single day when I walk through the
door and see the company logo, it's
a reminder to me that I, as the CEO,
have an obligation to see to it that
my actions and the actions of my
s t a ff live up to our name."  

Setting the bar just a little higher
than everyone else shows in every
interaction IPS has with clients and
vendors alike. Grossman said the
support his company received fro m
Ponder in his various business ven-
t u res has been a big factor in
Lipman USA's success.

When Lipman was looking for ISOs
to support its products, Ponder

included Lipman's terminals as part
of his solutions; Grossman said
Lipman equipment was part of the
training at monthly sales meetings
Ponder conducted for his agents.

"He's known for providing all
aspects of support, not just termi-
nals, and for providing a high level
of service," Grossman said. "He re a l-
ly helped Lipman get where we are
t o d a y." 

Mitch Jacobs is CEO of Tranvia, a
company that has provided pro c e s s-
ing support services for IPS for
almost a year. He said Ponder
knows what he wants to achieve and
that this approach has been benefi-
cial to Tranvia's business as well.

"It's nice to work with a client who
has a focus," Jacobs said. "It helps us
stay on course. He has a specific set
of objectives when he comes to us,
and we know that he has re q u e s t s

for services that meet high stan-
d a rd s . "

R e g a rding IPS' "everything in-
house" strategy, Ponder said, "We do
the complete underwriting, issue
the merchant number and build the
terminal download file. We even
have the encryption key for loading
PIN pads in-house. We perform all
risk management functions, and our
people provide merchants a one-on-
one personal explanation and re s o-
lution of retrievals and charg e b a c k s .

"At IPS we deploy the live, tested
equipment the same day we re c e i v e
a merchant application. When a
sales re p resentative or a merc h a n t
calls customer service, they get a
real person answering the phone,
not a voicemail maze. It all goes
back to our belief that our first cus-
tomer genuinely is the sales re p re-
sentative. If they're not happy,
they'll re p resent somebody else.
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And without them, we have nothing. I live and bre a t h e
this, and my staff understands this."

To make that statement a re a l i t y, IPS' staff is trained and
c ross-trained in the various tasks involved in running the
c o m p a n y. Ponder believes that cross-training ensure s
high quality support will always be available to the sales
o rganization and the merchants. More than that, it bre a k s
down barriers between departments.

C ross training, he said, creates knowledge and respect for
the contribution of everyone within the company. The
s t a ff ends up running more efficiently as a team, and they
work together to create an atmosphere that enables
g rowth. "Carolyn and I are fortunate to have great people
working with us," he said. "They go above and beyond to
carry out our vision."

For the companies and people who work with IPS, that
positive attitude comes across in a big way. "They're a
very friendly group of people," Tranvia's Jacobs said.
M o re important, though, "Mike comes from a strong set
of values, and the staff follows his lead. From our per-
spective as a vendor, it's very re f reshing to deal with an
o rganization where everyone is on the same page."

Ponder said IPS relies totally on an independent sales
f o rc e .

" We'll bring on-board people who just got into the busi-
ness or those who have been in the business a long time
but are looking for a direct relationship. We have re v-
e n u e - s h a re programs designed for individual agents and
p rograms for larger sales offices as well. Because we do
the settlement in-house, we can offer the flexibility the
agent needs to sign an account. Whether you write two
contracts a month with us or a hundred, we truly service
everyone as if they're the only customer we have.

" A high level of service comes with a cost. If an agent is
coming to us looking only for the lowest price, I'm pro b-
ably not the right shop for them. But if they're genuinely
looking for a relationship with a high level of merc h a n t
retention to help them build long-term residuals, then
w e ' re right for them.

"What the salesperson does – acquiring merchants – is the
h a rdest part of the whole cycle. We become a one-stop
shop for those agents. We take away the administrative
b u rden by handling everything in-house and simplifying
their administrative burdens. That allows the salespeople
to do what they do best – sell!"

Jacobs said Ponder's affinity for sales agents has con-
tributed to IPS' reputation for being easy to work with.
"Mike has that experience of having been in the field and
selling himself," Jacobs said. "Those are his roots, and he's
built an entire organization around the needs of salespeo-
p l e . "

These days, the demands of business and family have
reduced the amount of time Ponder is able to spend in the
wilderness, but every once in awhile he's able to fit some-
thing in. This fall, he has a whopper of an adventure
scheduled: He'll be bow hunting grizzly bear in British
Columbia. The bears may not appreciate Ponder's on-tar-
get approach as much as his agents and merchants, how-
e v e r. 

Mike Ponder's commitment to sticking to his beliefs has
been what his entire career has been about. By setting
high standards for himself, whether riding the trails as an
outfitter or running a payment processing company, he
has made working with integrity his number one priority.

For more information about Integrity Payment Systems, visit
www.integritypaymentsystems.com. To contact Mike Ponder, phone
888-477-4500 or e-mail mponder@integritypaymentsystems.com.
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not use a PIN number, to
authorize the transaction.

A c c o rding to the off i c i a l
sweepstakes rules for "Vi s a
Everyday Dreams" posted
on the company's Web site,
all transactions paid for
with signature-based Vi s a
check cards between
September 1 and October
31, 2003 will establish eligi-
b i l i t y. An entry is issued
every time the check card is
used for shopping for gro-
ceries or clothes, filling the
gas tank, paying bills or
making purchases via the
telephone or Internet. 

PIN-based purchases and ATM transactions – in other
w o rds, those processed over regional networks – do not
q u a l i f y. Only purchases made with a Visa check card in
good standing, issued in the U.S. by a participating finan-
cial institution and processed through Visa USA's trans-
a c t i o n - p rocessing system, are eligible for automatic entry.
Cash withdrawals, balance transfers, non-U.S.-dollar pur-
chases and Interlink-processed transactions also are
excluded from entry. 

Online debit doesn't count, so forget the PIN and don't
leave home without your offline debit check card .

This is not only a potential re w a rd for a lucky customer
who selects the signature-based way to use debit, it's the
m o re profitable option for Visa. It's also at the center of
c o n t roversy brought to light in the "honor all card s "
a n t i t rust lawsuit, in which Wal-Mart and nearly four mil-
lion retailers challenged Visa and MasterCard over debit
c a rd fees. 

Is it a coincidence that this particular sweepstakes is hap-
pening now?

T h e re are a number of factors coming in to play all at once
in the debit market, and what result these events will
have on the way banks issue debit cards and merc h a n t s
accept them remains to be seen. 

The fallout from settlement terms of the retailers' class-
action suit against the two associations will be broad and
will impact everyone involved in processing debit and
c redit transactions – banks, associations, merchants and
consumers – from several directions. 

For Merchant Level Salespeople, depending on which
market segment you target, it may affect the products you
sell and to whom you sell them. Understanding the dif-
f e rences within the market has never been more impor-
tant. Convenience stores and QSRs are two big gro w t h
a reas for debit, but the average ticket price for either is
a round $10. Why should they bother accepting the more
expensive signature debit?

Among the occurrences in flux:

• Interchange fees for signature (offline) debit transac-
tions have been reduced by one-third as of August 1,
2003; after January 1, 2004, Visa and MasterCard will
negotiate with merchants to set new fees and then will
notify their member card-issuing banks what they will
be paid. TCF Financial Corp., whose debit card opera-
tion is the 11 t h - l a rgest Visa program, is the only bank
thus far to publicly protest this process, calling it price
fixing. It stands to lose considerable revenue and wants
to be included in the negotiations.

• MasterCard already has introduced the updated iden-
tifier design on debit cards from its issuers. As part of
the settlement, debit card issuers are re q u i red to adopt
and implement new design standards to make it easier
to tell a debit card from a credit card beginning January
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1, 2004; all debit cards must
be completely reissued (at
the expense of the issuer)
and incorporate a distinctive
identifier by January 1, 2007.
The new Debit MasterCard
Hologram features the word
"debit" within the
M a s t e r C a rd Identification
A rea. 

• Visa and MasterCard will
pay Wal-Mart and the other
retailers $3 billion under
terms of the settlement. How
it will be paid and who will
actually pay it have not yet
been determined.

Encouraging consumers to
i n c rease usage of a credit or

debit card with re w a rds of all sorts is not unusual. The
d i ff e rences this time are that "Visa Every Day Dre a m s "
follows the April 2003 settlement in the retailers' suit and
that the sweepstakes is taking place even as several banks
and debit issuers are paring back or eliminating their
debit card re w a rds pro g r a m s .

U.S. Bank, the nations' fifth-largest Visa debit issuer, is
reducing the cash rebate amount it has paid its customers
t h rough its "Checking That Pays" program. Debit card
transactions that have paid $1 per $100 spent will now
pay only a flat 0.25 percent or 25 cents per $100.

Fifth Third Bank also has stopped marketing similar pro-
grams. Signature-based transactions have generated
much higher fees – and higher revenues for issuers – than
PIN-based transactions, and up to now those fees have
funded re w a rds programs, such as cash back or
redeemable points. 

As part of the summary judgment, the card associations
a g reed to several settlement contingencies, including
lowering interchange rates for both offline (signature )
and online (PIN-based) debit transactions. Beginning in
2004, merchants will not have to "honor all cards" and
accept signature-based Visa or MasterCard debit transac-
tions, for which they pay an average of 99 cents to $1.01
per $100 transaction. 

Since the settlement, Visa USA has issued several state-
ments re g a rding its commitment to providing consumers
and merchants with the greatest number of payment
options. A c c o rding to a statement on the company We b
site, there are 120 million Visa check card holders making
m o re than 25 million transactions a day in five million
locations in the United States. Sixty percent of U.S. con-
sumer payments are made with cash or checks, totalling
$4.8 trillion annually. 

Visa says it is the debit leader; debit accounts for 51% of
the $1 trillion worth of transactions it processes and 30%
of its sales volume, according to Visa USA p resident and
CEO Carl F. Pascarella. "We ' re no longer a credit card
c o m p a n y, we're an electronic payments company. What
w e ' re looking for is less cash and less checks," he told the
Associate Press in an interview.

M a s t e r C a rd also has set its sights on getting consumers to
migrate from using cash and checks to debit for purc h a s-
es in all areas. In an interview with the Associated Pre s s ,
Ruth Ann Marshall, President of MasterCard
International's North American Division, said her compa-
ny leads in the credit arena, with 315 million cards issued
in the U.S. compared to Visa's 263 million. Marshall said
that debit growth is 2 1/2 times that of credit and that the
real competition lies in cash and checks. 

U.S. District Court Judge John Gleeson is expected to
a p p rove final terms of the summary judgment in the
retailers' class-action suit against Visa and MasterCard on
September 25, 2003. The debit dust won't settle complete-
ly until long after that.  
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F inancial management soft-
w a re developer Intuit, Inc.
has signed an agre e m e n t
to acquire payment

p rocessor Innovative Merc h a n t
Solutions. The deal was announced
on September 2, 2003 and is expect-
ed to close by the end of the month. 

The acquisition of IMS will enable
Intuit to expand the line of financial
management tools it can offer to
small businesses. Intuit has been
actively executing a strategy to
round out its offerings; beginning
with QuickBooks for accounting, the
company's products now include
tools that help businesses manage
all aspects of their operations, fro m
accounting and taxes to payro l l ,
benefits administration and re t i re-
ment planning.

"The acquisition of IMS enables
Intuit to strengthen our offering for
a critical 'beyond-accounting' serv-
ice – merchant account services,"
Steve Bennett, Intuit's President and
CEO, said in a statement. "IMS
enables us to expand from that base
by providing merchants with an
enhanced offering, including a
b roader range of payment options
such as PIN debit card pro c e s s i n g
and swipe terminals."

Joe Kaplan, CEO of IMS, said in a
statement, "Like Intuit, Innovative
M e rchant Solutions has grown and
p ro s p e red because we understand
our customers and focus on deliver-
ing services that dramatically sim-
plify how they do business. 

By combining the expertise and
re s o u rces of both companies, we

believe we can deliver even more
value to customers – and more
g rowth for Intuit."

Under terms of the agreement, Intuit
will acquire IMS' entire equity, val-
ued at up to $116 million in cash.
IMS is profitable with a net re v e n u e
of $25 million and is expected to
contribute to Intuit's revenue and
p rofit growth. The company said the
acquisition will enable Intuit to tap
into the profitable merchant account
services market, including debit and
c redit card pro c e s s i n g .

Kaplan will continue to lead the IMS
g roup, and the company's 11 0
employees will be asked to join
Intuit. IMS has been in business
since 1999 and offers a full range of
m e rchant account services, targ e t e d
for small businesses.   
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The number five U.S. bank,
Wachovia Corp.,
announced it is dro p p i n g
C o n c o rd EFS, Inc. as its

debit and ATM processor and
instead has hired Visa International
Inc. and First Data Corp.

C o n c o rd EFS processed Wa c h o v i a ' s
PIN-based debit and ATM transac-
tions through its STAR network, in
conjunction with First Data's NYCE.
Visa DPS will now handle
Wachovia's signature-based debit
c a rds, Visa's Interlink will handle
PIN-based transactions and First
Data's NYCE network will handle
ATM transactions. 

Wachovia is moving its business

b e f o re Concord's contract expiration
date of December 31, 2004.

The bank said it has about 7 million
debit card holders, which makes it
the fifth-largest provider of debit
c a rds in the U.S.

Wachovia picked Visa and First Data
after an 18-month review of pro c e s-
sors that began when First Union
Corp. (FUC) bought it in 2001 (FUC
kept the Wachovia name). Since the
two banks had two diff e rent net-
work relationships and diff e re n t
logos on cards they issued, the com-
bined company had to decide on
only one pro c e s s o r. 

The bank said it had the best service
for its customers and the best re t u r n
for its shareholders in mind when it
made the deal with Visa and First
D a t a .

Terms of the deal were not dis-
c l o s e d .

"While we're disappointed that
Wachovia reached this decision, the
S TAR network contributes signifi-
cant value to our customers' deliv-
ery systems, and such value is wor-
thy of fair compensation and pro f-
itable returns," Bond R. Isaacson,
Co-CEO of Concord EFS, said in a
s t a t e m e n t .

C o n c o rd may see Wachovia's busi-
ness again, although under the First
Data name, if First Data's pro p o s e d
$7 billion acquisition of Concord is
a p p roved by the U.S. Department of
Justice. First Data expects the deal to
close in the fourth quarter 2003.

In March 2003, First Data learned it
would lose its largest customer,
Bank One Corp., when the bank
announced plans to move its cre d i t
c a rd processing business in-house.
The two companies still are working
together to ensure a smooth transi-
tion.  
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How can I convert merchants
and convert their checks as well? 

EZ.

© 2003 EZCheck Check Services. All rights reserved.

www.ezchk.com

I team with E ZCheck.® EZCheck is an industry leader
with the knowledge and experience to deliver the most
dependable Check Conversion and Check Guarantee
products available today. Check Conversion is the most
successful and powerful selling tool to hit the market in
years. The service is not only valuable to me, and my
sales organization, but it brings tremendous benefits to
my merchants as well. Choose EZCheck and you, too,
will enjoy some of the best advantages the industry
has to offer.

• Lifetime residual income
• Extremely competitive rates
• Faxed applications accepted
• Merchant approvals and downloads within 

24 hours
• Flexible equipment and platform requirements
• No hidden fees
• No surprises (no kidding)

They’ve even made getting started easy.
Just call 1-800-797-5302 ext. 313.
Or email ezsales@ezchk.com.



The Federal Tr a d e
Commission (FTC) filed a
complaint in U.S. District
Court for the We s t e r n

District of Texas, Waco Division,
c h a rging Electronic Financial Gro u p
(EFG) and its principals with pro-
viding assistance to fraudulent tele-
marketers seeking to drain funds
f rom consumers' checking accounts. 

The allegations involve several vio-
lations of the Telemarketing Sales
Rule (TSR), the FTC Act and charg e s
of breach of contract.

Paul McClinton, Jerry Federico and
Randy Balusek are named as defen-
dants in the case as individuals and
o fficers of Electronic Financial
G roup, Inc. and EFG Card Services,
I n c .

The FTC's complaint, filed in July
2003, claims the defendants
p rocessed transactions through the

Automated Clearing House
Network (ACH) for numero u s
fraudulent telemarketers. It charg e d
that, since April 2000, they also
engaged in the deceptive marketing
of their own advance-fee debit
c a rds, called the First Fre e d o m
Financial Card and the A m e r i O n e
C a rd. The cards are store d - v a l u e
c a rds that consumers used to with-
draw funds they had deposited with
E F G .

The FTC said the company made
unauthorized charges and debits to
consumers' bank accounts. In May
2003, the complaint stated, EFG
began marketing a new advance-fee
c a rd called the United USA C a rd
and made many of the same misre p-
resentations it had made for the
other ventures. 

EFG also is in breach of contract
with its bank for not adhering to the
N A C H A Operating Rules that gov-
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ern the ACH Network, according to
the FTC. These rules include pro v i-
sions that prohibit processing A C H
transactions for merchants who
engage in outbound telemarketing
to consumers with whom those mer-
chants have no existing re l a t i o n s h i p .

The complaint alleged that EFG vio-
lated the TSR by providing substan-
tial assistance and support to
n u m e rous client telemarketers even
though it knew (or consciously
avoided knowing, according to the
FTC) those telemarketers were
engaged in business practices that
violated the rule. 

Many of the outbound telemarketers
for whom EFG processed transac-
tions previously had been sued as
scams by the FTC. EFG assisted and
facilitated at least four client tele-
marketers who engaged in decep-
tively selling advance-fee cards and
a fifth client engaged in deceptively

selling a lottery scam, the complaint
a l l e g e d .

A c c o rding to the FTC, EFG targ e t e d
sales of its own advance-fee cards to
consumers with poor credit; the
First Freedom Card was pushed by
telemarketers, the AmeriOne Card
was promoted over the Internet. 

The defendants charged consumers
a one-time advance fee ranging fro m
$80 to $100 and a $9.95 monthly
service fee for the card s .

The FTC said that EFG misre p re-
sented that the cards were cre d i t
c a rds affiliated with MasterCard by
using the MasterCard logo and that
it would report consumers'
AmeriOne account activity to the
t h ree major credit bureaus to estab-
lish or improve cre d i t .

EFG, located in Waco, Texas, pro-
vides processing services for elec-

t ronic payment transactions for
clients in the U.S and Canada. It has
been in business for 10 years,
a c c o rding to the company Web site.

The FTC is seeking compensation
for consumers and the repayment of
fees EFG earned illegally by pro c e s s-
ing transactions for the fraudulent
telemarketers. The U.S. District
Court issued a temporary re s t r a i n-
ing order and appointed a tempo-
rary monitor to review the defen-
dants' business practices and re p o r t
to the court before the pre l i m i n a r y
injunction hearing.

A c c o rding to an FTC statement, it
files a complaint when it has "re a s o n
to believe that the law has been or is
being violated, and it appears to the
Commission that a proceeding is in
the public interest." The complaints
filed are not findings; cases must be
decided by the court.  
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Bankcard Association of Southern
California

The BASC's End of Summer meeting, focused on gift
and loyalty cards, took place August 28, 2003 in
M o n rovia, Calif. The BASC expanded its format to
include tabletop exhibits by the presenters and
exhibitors. Attendees were given an opportunity to see

samples of gift cards and loyalty cards, ask questions of
the providers and get firsthand knowledge of how to
start and/or build a successful gift and/or loyalty card
p ro g r a m .

P a y m e n t - p rocessing options are expanding and re v-
enue spread from the bankcard side is shrinking, mak-
ing it vital to be able to generate additional re v e n u e
t h rough other product lines and "lock in" merchant re l a-
tionships with add-on pro d u c t s .

P resenters at the BASC meeting included: Le A n n
P o w e r, Executive Sales Dire c t o r, Valutec Card Solutions;
Marilyn Kilcrease, President, Creative Card Solutions;
and Steve Eazell, Dire c t o r, National Sales and
Marketing, Secure Payment Systems. 

A d d i t i o n a l l y, I presented a sneak preview of the
September issue of GSQ, "ATMs Through History. "

The next meeting of the BASC is scheduled for
November 5-6, 2003. This will be the BASC A n n u a l
Vendor Expo, "Sailing the Seven Seas with Card
Services." The Vendor Expo will begin on We d n e s d a y,
November 5 with a cocktail reception from 5-7 p.m.

For more information or to register for the November
event, please contact:

Sherry Friedrichsen
BASC Board Member
760-243-7990
sfriedrichsen@gcfinc.com

Financial Women International
FWI's 81st annual meeting took place September 6-9,
2003 in Honolulu. The meeting, which included atten-
dees from throughout the U.S. and Canada, was a
resounding success. The meeting sponsors included

By Julie O'Ryan-Dempsey
General Manager

We are in the thick of the fall trade show schedule, and the GS staff is attending
many of these events. We encourage you to attend these events and will include
a recap of each show in future issues. For a complete list of meetings and con-
tact information, visit the Green Sheet Online. The "Industry Resources" section
includes both the Tradeshow Directory and Trade Association Dire c t o r y.



In addition, Comerica Merchant Services also offers you many 

other benefits you just won’t find anywhere else. For example:

• Overnight approval process

• Web-based application submission, processing, and tracking

• Guaranteed Lease Program with a 48-month factor 

as low as .0285

• Interchange as your Buy Rate

• 100% vested residuals from day one

• American Express® sign-up commission

• Full debit processing with 12 debit networks

• EBT processing

• Web-based merchant reporting 

• An affiliation with one of the nation’s leading 

business banks

• A dedicated relationship manager providing

unparalleled agent support to help you make

more money

• A 33-year history of continuous residual payments 

to all our sales partners! Comerica provides a safe 

and stable sales environment for you.

If you are looking for an exceptional, long term relationship with 
a rock solid Merchant Processor, call Comerica Merchant Services 
today and find out how you can become part of the Comerica family 
of sales agents.

Call Ken Stewart at 1-800-790-2670 and get started right
n o w !

Comerica Merchant Services 

offers you a whole series of new

bonus opportunities to help you 

earn extra money up front. You can 

earn up to $6,600 in bonus dollars 

per year and up to $5,000 for every

major merchant you bring in.



American Savings Bank, Bank of Hawaii, People's Bank,
San Diego National Bank and The Green Sheet.

The mission of FWI is "to help women in the financial
services industry achieve success in their careers." Each
of the general and breakout sessions was focused on
achieving this mission. Presenters included: Betsy
Duke, Vice Chairman, American Bankers A s s o c i a t i o n ;
C a rol Fro h l i n g e r, principal, The Shadow Negotiation,
LLC; and Carol Crilly, VP, Human Resources, Citizens
Development Co.

The meeting culminated with FWI's annual awards din-
n e r. Extraordinary achievement awards were given to
the group and district of the year, Orange County
G roup (Calif.) and Golden West District (Calif.), re s p e c-
t i v e l y. 

These awards were based on astounding results in
membership re c ruitment, member accrual, fund-raising
and program implementation.

The Graduate School of Banking (GSB) at the University
of Wisconsin awarded its annual FWI scholarship. This
a w a rd covers one-third of the student's tuition for each
of the three years of the program. 
A d d i t i o n a l l y, FWI matches the award each year. The

2003 GSB/FWI scholarship winner is Melissa M.
Curzon, California Bank & Tru s t .

The Vi rginia D.H. Furman Aw a rd (named for the first
p resident of FWI) is awarded each year to the member
who most exemplifies the goals and mission of FWI. The
2003 award winner is Judy B. Henry of Huntington
Beach, Calif. 

Henry has been a member of FWI since 1994. Building
s t rong leadership within the Golden West District was
one of Judy's major goals in the last year. As local
g roups struggled with declining re c ruitment and re t e n-
tion, Judy held personal meetings with group pre s i-
dents to assist them with these tough issues and support
them with ideas. 

She conducted a variety of leadership-skills pro g r a m s ;
topics covered included meeting skills, strategic plan-
ning and team-building.

FWI's third annual "Partner In Success" award was
given to The Green Sheet in recognition of our efforts "to
support FWI's mission to help women in the financial
services industry achieve career success." 

Our staff connected with this association in 2002 and
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immediately focused on the unique benefits aff o rded to
women MLS/ISOs and industry vendors within the
FWI organization. We strongly encourage our readers to
contact the FWI group in their area. 

The FWI recently established an Alternative Member
P rogram (AMP), which incorporates a financial incen-
tive for members to form new groups within the FWI
c h a r t e r. 

Women who are successful sales professionals in the
payment processing industry are uniquely qualified to
further their success through the A M P p rogram. For
m o re information on this program, please contact:

Julie Cripe
juliec@omnibank.com.

For more information on FWI, contact:

Penny Dudley
Executive Director, FWI Foundation,
703-807-2007
pennyfwi@aol.com
www.fwi.org

Western Payments Alliance
Western Payments Alliance's Payments Symposium
2003 is scheduled for September 28-30, 2003 at the
Palace Hotel in San Francisco. This year's Symposium,
which features nearly three dozen speakers, including
keynotes fro m :

• Richard Hartnack, Vice Chair, Union Bank of California
and Immediate Past Chairman, California Bankers
Association, on "Who and What Is Driving Change in
the Payments System?"

• Leonard Heckwolf, Senior Vice President, Bank One and
Chairman of NACHA-The Electronic Payments
Association, on "The Next Generation of ACH
Processing."

• Paul Vessey, Executive Vice President of Sales and
Integrated Solutions, Visa USA, on "Debit Cards vs.
Checks: Replacement or Peaceful Coexistence?"

Learn about strategic directions in payments pro c e s s-
ing, new technologies and solutions, fighting fraud and
vulnerability in the payments system, the changing eco-
nomics of checks, a new pilot project for deposited and
returned truncated checks, and payment outsourcing. 

The conference also will include an update on Check 21
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rules and a live debate on Checks vs. A C H .

The meeting will include exhibits, technologies and
solutions from more than two dozen sponsors.

Attendance is limited and delegate slots are filling fast.
For more information on the topics, speakers and re g i s-
tration, contact:

Wespay
415-433-1230
www.wespay.org

Southeast Acquirers Association
The Southeast A c q u i rers Association (SEAA) annual
Information and Educational Conference is scheduled
for October 9, 2003 at The Rosen Centre Hotel in
Orlando, Fla. 

After evaluating attendee feedback from last year, the
S E A A has expanded the time with the vendors. SEAA
will kick things off at 7 p.m. We d n e s d a y, October 8 with
a Vendor/Attendee Welcome Reception. Registration
begins at 9 a.m. Thursday, October 9, and the exhibit
hall will open at 9:30 a.m. 

The meeting will start at 10:45 a.m. The continental
b reakfast, educational seminars, lunch, speech by a
nationally renowned motivational speaker, exhibit hall
and cocktail reception will be covered by your attendee
fee of $75. On Friday, October 10, please join the SEAA
for a Wrap-up Breakfast at the hotel. 

For additional information and registration, please con-
tact: 

Audrey Blackmon
916-563-7845
ablackmon@posportal.com

Margaret Jordan
407-774-6569
margaret@lipmanusa.com

The National Association Of Payment
Professionals

The NAOPP k i c k o ff event is scheduled for immediately
following the SEAA meeting, from 10 a.m. to 4 p.m.
October 10, 2003. This meeting also will be at the Rosen
C e n t re Hotel in Orlando, Fla. (800-800-9840).
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The meeting will focus on launching the new associa-
tion, whose mission was formed under the concept of
being the voice of the "Feet on the Street," the Merc h a n t
Level Salesperson. Industry leaders will be available in
Q & A panel sessions to address questions from the
attendees. For more information and registration, please
c o n t a c t :

Steve Norell
steven@usmsllc.com

Keri Golden
golden@pos-usa.com

Electronic Transactions Association
The ETA will conduct its "Introduction to Electro n i c
P rocessing" educational seminar in conjunction with the
S E A A and BASC meetings. In each case, the seminar
will be at the same hotel as the regional meeting.

• SEAA: Wednesday, October 8, 2003 from 8:30 a.m. to
4:30 p.m., immediately before the SEAA meeting. 

• BASC: Wednesday, November 5 from 8:30 a.m. to 4:30
p.m., immediately before the BASC meeting.

" I n t roduction to Electronic Processing" is the first course

of the newly developed ETA U n i v e r s i t y. It provides a
b road overview of the acquiring industry and aids in
understanding the often complex and intriguing
p rocess of electronic payments. Anyone employed in
the various facets of the business – from financial insti-
tutions, ISOs, processors, hard w a re manufacturers and
s o f t w a re developers to card associations/companies –
will benefit from this course.

The class will focus in-depth on a "day in the life" of a
transaction. In addition, it will provide an explanation
of issuers and acquirers, an overview of the business
and the route and steps involved with a transaction, the
role of third-party providers, risk and security issues,
and a brief overview of changing dynamics within the
i n d u s t r y.  

Sign up now by contacting:

Linda Hachero
866-ETA-MEET
301-984-9450
www.electran.org

If you would like to have information about your association includ-
ed in future articles, please e-mail Julie O'Ryan Dempsey at
greensheet@greensheet.com
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As Internet commerce grows at rates many times
that of the economy overall, there are incre a s-
ing pre s s u res to expand the payment options so
that greater numbers of consumers can join this

buyer community. Credit cards typically have accounted
for more than 98% of Internet consumer purc h a s e s .

It is widely known that almost 50 million consumers are
either without a credit card or are within 5% of their buy-
ing limit but have disposable income in their checking
accounts. Consequently, the electronic low cost access to
consumer checking account funds makes the A u t o m a t e d
Clearinghouse (ACH) an attractive payment alternative
to credit cards for Internet merchants. This document
details the fraudulent activity associated with Internet
payments with special emphasis on ACH fraud issues
and preventive measures. 

Executive Summary
The scope of this white paper covers a range of Internet
fraud types: transaction-level fraud, identity theft and
m e rchant-level fraud. While there is some commerc i a l
usage of ACH payment over the Internet, the focus of this
report is upon consumer retail payments. Before delving
into these topics, let's first look into the features of the
ACH network that re p resent fraud exposure .

• No Real-Time Authorization Mechanism – The ACH net-
work does not provide the confirmation in real-time that
a consumer account exists or has funds in it.

• 60-day Right of Recredit/Return – The NACHA Rules per-
mit consumers to return ACH debits as unauthorized for
up to 60 days from the settlement date.

• Batch Settlement – All ACH transactions are processed in
batch mode, meaning that funds transfer and returns
notification may take one to two banking days to
process. A fraudster could conduct many fraudulent
transactions and it would take days or, in the case of
unauthorized transactions, months for a financial institu-
tion or merchant to detect the fraud.

• No Match between Name and Account Number – ACH
payments settle on the basis of the account number pro-
vided in the authorization. The NACHA rules do not
require a check to determine if the name of the con-
sumer authorizing the payment matches that account
number.

• Lack of Standardized Account Number Structure – There
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is no national database of ACH account number struc-
tures. This makes it extremely difficult to validate
account number structure before submission of items
into the ACH network.

Regulation E provides the governing law for consumer
e l e c t ronic payments such as ACH; the essence of this leg-
i s l a t u re is to protect the consumer against financial loss
whenever there is uncertainty as to who is negligent in a
disputed transaction.

A payment service with the five previously listed defi-
ciencies is open to considerable fraud exposure that will
either be absorbed by the originating depository financial
institution (ODFI) or the Internet merchant. With the
exception of merchant fraud described below, in most
cases the retailer is going to absorb the fraud losses as a
result of signing the ODFI/Originator agre e m e n t .

ACH Fraud Categories

1. Unauthorized Tr a n s a c t i o n s

In the physical world, a customer's signature is re q u i re d
to provide evidence of assent to debit their checking

account via ACH. On the Internet, obtaining both iden-
tity and assent is difficult at best. The governing law for
e l e c t ronic consumer payments is Regulation E, and for a
transaction to be valid there must be "similar authenti-
cation" for Internet-initiated transactions. The test need-
ed to satisfy this regulation is two-fold:

a. Evidence of Assent – The authorization must be clear
and conspicuous. Consumers must be able to acknowl-
edge that they are providing permission to debit their
bank account for a specific amount on a specific
date/period.

b. Evidence of Identity – The Originator must ensure that
authentication provides evidence of the consumer's
identity.

These re q u i rements are difficult for most Internet re t a i l-
ers to satisfy, and they translate into a major loophole
for consumer accountability. Lacking a mechanism for
being able to match the consumer's name to an account
n u m b e r, this level of integrity authorization is unavail-
able to payment settlement parties in an ACH Internet
t r a n s f e r. Furthermore, there is no automated means for
a merchant to respond to a chargeback through the
ACH network.
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2. Returns/60-day Right of Recredit

This Reg. E protection was designed to ensure that con-
sumers had at least one checking account billing cycle to
review their bank statement for any unauthorized elec-
t ronic debits. Compounding this risk is the fact that the
consumer's financial institution is under no obligation
to determine the validity of the consumer's dispute.

This lack of settlement finality re p resents a major expo-
s u re to both the ODFI and retail merchant. A number of
smaller commercial banks have been run into bankru p t-
cy by signing fraudulent Internet merchants that have
made ACH deposits and never fulfilled their side of the
consumer's transaction and then became buried in A C H
return-item chargebacks after the merchant has with-
drawn deposits.

3. Consumer Fraud Against Merchants

The ACH batch file depository feature opens merc h a n t s
to exposure of various types of fraud – especially if the
m e rchandise is shipped following purchase. A C H
returns can take two to four days to be re c e i v e d ,
depending on the deposit timing and the nature of the
return. Examples include NSF, account closed or no
account on file.

4. Fraudulent Use of Stolen Bank Accounts

This type of fraud occurs as a result of identity fraud; it
can take 30 days or more for it to be identified and for
m e a s u res taken to recover the losses. Criminals can use
a stolen identity to wipe out a victim's credit, finances
and reputation because of the speed and anonymity of
Internet transactions. 

The source of details needed to take over an identity are
extensive and include employer files, bank personnel,
government employees, Internet merchant customer
service staff, etc. Change-of-address forms are typically
used to route bro k e r, bank and credit card statements
b e f o re a concerted identify fraud is committed, includ-
ing ACH transfers.

5. Transaction-Level Fraud

T h e re are three primary categories of this type of fraud:

a. Transport Vulnerabilities – Interception of financial data,
user names and passwords transmitted in an unsecure
environment. An attacker monitors Internet network traf-
fic to accumulate funds-transfer details for future use.
Once these detail are accumulated on a number of
accounts, a large batch of ACH deposits are made into

Page 7 1



a merchant's account and funds are withdrawn before
returns become noticeable.

b. Price Changes – Fraudulent modification of the origi-
nal transaction approved by the consumer – typically,
the merchant increases the amount of debit.

c. Username and Password Cracking – This is accom-
plished through a combination of multiple attempts to
gain access to confidential information or authority to
make purchases. Various shopping cart programs have
been identified as relatively simple to penetrate and
capture customer credit card and ACH account details.

6. Merchant-Level Fraud

Sensitive personal information can be compromised in a
number of ways within Internet merchant org a n i z a-
t i o n s :

a. Employee-Initiated Fraud – points of vulnerability
include programmers and database administrators, cus-
tomer service representatives, accounting and finance
personnel.

b. Fraudulent Auction Sellers – According to FBI internet
fraud center, over 60% of internet fraud complaints are
auction related. The simplest approach is for the seller
to accept payment and never fulfill on their side of the

transaction. By capturing the victim's financial informa-
tion, the exposure now exists for making additional pur-
chases at other online merchant sites. Triangulation is
another auction fraud that starts with the purchase of
merchandise (typically electronics) from a reputable
merchant using fraudulent bank account information for
the ACH transfer. The ship-to address is the home of the
"winner" in an on-line auction who has paid the crimi-
nal and transferred their banking information – thus set-
ting off another round of fraud. 

c. Spoofing – This is the process of impersonating a rep-
utable organization to obtain financial details from
unsuspecting consumers. This typically is done either by
e-mail on "counterfeit stationery" or through the cre-
ation of a duplicate Web site. Once on the Web site,
offers are made to collect banking account information
that is used to originate fraudulent ACH transfers.

d. Merchant Non-Delivery/Bankruptcy-Related Fraud –
The victim's funds are collected but merchandise is
never delivered or bankruptcy is declared prior to deliv-
ery of goods.

e. Hacking into a Legitimate Merchant Site – A hacker
breaches a merchant's security and gains access to their
database of customer financial account information.
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Fraud Impact on Various Parties
to Internet ACH Fraud

1. Consumers
A c c o rding to this report, the average online auction
fraud loss was $478 in 2001. For identity fraud, the loss-
es can extend much further than monetary loss, to
include credit damage, employment and re p u t a t i o n .
The larger cost to society is the Internet commerce that
is never conducted by tens of millions of consumers
who have security and fraud concerns.

2. Merchants
M e rchants not only bear the financial loss of the mer-
chandise fraudulently taken from them but also the
shipping costs, payment and chargeback fees. Beyond
these losses are the investments needed to pre v e n t
fraud, such as screening services, system security and
insurance fees.

3. Financial Institutions
Fraud generates a series of costs, starting with customer
calls about disputed transactions, internal re c o rd s
re s e a rch and retrieval, fraud prevention and detection
systems along with extensive regulatory reporting and
insurance premiums.  These costs exist on both the con-
sumer and merchant side of these transactions.

4. Payment Networks
Non-bank payment processors incur substantial costs
and losses as originators because of ACH fraud along
with investments in fraud-detection technology and
security barriers to unauthorized access to confidential
customer information.

Managing Fraud Risk Exposure

1. Fraud Prevention
This section of the white paper describes the need for
real-time verification, fraud screening and customer
and merchant authentication. Of course, in a batch,
o ffline settlement system such as ACH, none of these
capabilities exists. Internal audit and control pro c e d u re s
a re listed, including separation of duties, backgro u n d
s c reening of employees and education. There also is
mention of the need for merchant screening and secure
data-management contro l s .

2. Fraud Detection
This section addresses the listing of risk filters to identi-
fy aberrant transaction characteristics, primarily in mer-
chant ACH deposits. This precaution applies to the
ODFI. Unfortunately, there are no such protections for
the Receiving Depository Financial Institutions. For the
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DID YOU KNOW THAT WE OFFER:
Retail Qualification – Plug’n Pay is doing card swipe transactions
over the internet and getting retail interchange over the
major front ends. We offer this service through our wire-
less PDA product, the Mobile Ve r i f i e r
(www.mobileverifier.com). A thermal printer and
card swipe is attached to existing wireless
PDA/phones, allowing the user to perform swiped
transactions and print receipts anywhere, any
time. The Mobile Verifier uses signature capture
technology and your customer can even do
retrieval requests right through the gateway.

RiskTrak - our latest fraud service protects our
partners from financial loss through controls set at
the portfolio level. Even if the worst happens (a cus-
tomer has their Username and Password compromised)
the transactions will not be allowed to settle. RiskTrak
recognizes the unusual volume and freezes the batch.

International and Canadian merchants - Not only does Plug’n
Pay connect to all the major U.S. front ends, but we have also cer-
tified to numerous international processors. Our partners can now
sign merchants from all over the world through Plug’n Pay.

DCC – Dynamic Currency Conversion - Plug'n Pay is currently
working with one of the leading providers of Dynamic Currency

Conversion. Ask yourself this – how would you like to talk to a
customer who takes international cards about creating

new revenue?

Verified by Visa - Plug'n Pay was the first internet
gateway to complete the certification to the V by
V specifications (completed in late 2002). We are
ready to route V by V transactions using four of
the major authorization networks, so if you have
a customer who is looking for this added protec-
tion, we can help.

Plug’n Pay has a flexible API –  do you have cus-
tomers who just can’t get what they are looking for

using somebody’s API (Application Protocol
Interface)? The Plug’n Pay API is the most flexible and

easily written to in the market, and it comes with many dif-
ferent modules to make any webmaster happy.

Purchasing Card Level 2 – Plug'n Pay can perform Level 2 prompts 
for your customers.

Competitive Buy-rates and Free Set-ups for qualified Resellers 

Contact 1-800-945-2538 and ask for sales or email sales@plugnpay.com

Member

Plug’n Pay has always focused on developing new products and establishing new 
connectivity around the world to assist our reseller partners as they work to sell more.

THINGS 
YOU NEED 

TO 
KNOW

PAID ADVERTISEMENT



RDFI in ACH processing, all incoming debits and cre d-
its are assumed to be valid and are automatically post-
ed to their customer's accounts. Most commercial bank
accounts restrict ACH access to their funds because of
past fraud losses that have been widely publicized in
corporate banking publications.

3. Remediation
The process of assisting fraud victims to recover their
losses and to identify and prosecute fraud criminals.
This section of the report describes fraud re p o r t i n g ,
investigation and recovery of losses.

In conclusion, this document does an excellent job of
detailing the various fraud exposures inherent in pro c e s s-
ing ACH payments over the Internet. Unfortunately, it is
unable to provide the reader with assurances that avail-
able ACH technology or internal banking controls are
a n y w h e re close to those provided by the cre d i t / d e b i t
c a rd industry for managing this type of risk.  

Web Sites for More Information
on Internet Fraud 

www.gocsi.com
Computer Security Institute

www.ftc.gov/bcp/menu-credit.htm
Federal Trade Commission Consumer Protection Site for Credit
and Payment Services

www.occ.treas.gov
Office of the Comptroller of the Currency, regulator of national
banks

www.techtv.com/cybercrime/aboutus/story/
0,23008,3363041,00.html

CyberCrime Glossary

www.iafci.org
The International Association of Financial Criminal Investigators 

www.treas.gov/topics/law-enforcement/index.html
U.S. Department of Treasury Law Enforcement

Eric Thomson is Executive Vice President of Profit Source Advisors.
He can be reached at eric.thompson@profitsource.us.
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Ask Merchant Level
Salespeople about any
training they've had, and
they'll probably re s p o n d ,

"What training?!" The fact is, if
y o u ' re an MLS, you probably know
what you know because you learned
it the hard way – from mistakes you
made along the way.

I S O / M S P Nationwide Payment
Solutions, LLC strongly believes in
taking time to train its agents – not
only to make better salespeople but
also to bring in bigger and better
m e rchants. Nationwide wants its
sales reps to be the best trained in
the industry.

"The results we've seen for agents
a re bigger residuals and bigger vol-
ume," said Jamie Nonni, Chief
Operating Officer at Nationwide.
"Maybe the training even helps give
them the confidence to sign accounts
they never would have
a p p roached." 

Jamie Nonni, Brian Stevens and
Patrick Allen, the principals of
Nationwide, have nearly 30 years of
combined experience in payment
p rocessing and sales. 

They share this knowledge with
their sales force through Nationwide
I M PACT!, an intensive month-long
training program intended to help
agents achieve higher residuals and
i m p rove merchant re t e n t i o n .

Nationwide is re g i s t e red under

B u ffalo, N.Y.-based HSBC Bank and
p rovides merchants with credit and
debit card processing and several
value-added solutions such as elec-
t ronic check services, gift cards and
long distance.

This MSP t a rgets a variety of mer-
chants, including retail, re s t a u r a n t ,
l o d g i n g / h o s p i t a l i t y, mail ord e r,
p e t roleum, auto dealers, colleges,
car rental, government, gro c e r y
s t o res and fast food.

Nonni, Stevens and Allen founded
Nationwide in November 2002,
shortly after the company where
they worked as sales managers was
a c q u i red. The men decided to ven-
t u re out on their own.

" We saw there was opportunity to
form a company because there was
unemployed talent in the area as a
result of the acquisition," Nonni
s a i d .

The threesome obtained funding,
established several partnerships on
the back end and began pro c e s s i n g
within seven days, albeit on "an
informal, skeleton-type basis," he
s a i d .

Nationwide reaches its merc h a n t s
t h rough two independent sales
channels – a network of more than
120 Merchant Level Salespeople and
seven regional managers scattere d
t h roughout the U.S. 

The regional managers are highly
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Nationwide Payment
Solutions, LLC

MLS contact:
Jamie Nonni, Chief Operating Officer
Phone: 877-290-1975 x. 210
Fax: 877-766-6896
E-mail: jnonni@GetNationwide.com

Company address:
400 U.S. Rte 1
Suite 1
Falmouth, ME 04105
Phone: 877-290-1975
Fax:  877-880-7556
Merchant Web site:
www.nationwidepaymentsolutions.com
Agent Web site:
www.GetNationwide.com

MLS benefits:
• Full-vesting lifetime residuals 
• Nationwide IMPACT! sales-training program  
• Cost plus pricing (interchange +) 
• Affiliate Partner Program with lifetime revenue 
• Competitive value-added products and services 
• Agent Rewards Incentive Program

Training to Get Your Portfolio on
Track



experienced bankcard sales professionals who build and
manage sales teams and re c ruit salespeople outside the
i n d u s t r y. Nonni said Nationwide adds about 10 new sales
reps each month, some with prior experience in the
i n d u s t r y, some without.

" We hand our regional managers leads that we get fro m
re c ruiting and help them build up their sales forc e , "
Nonni said. "And we provide training thro u g h
Nationwide IMPACT! to get those people started."

Nationwide IMPACT! is a 16-hour training class focused
on how to be successful in the field in order to build a
residual-based portfolio. It's intended for all diff e rent lev-
els of salespeople. 

Attendees learn how to target merchant accounts that
p rocess at least $240,000 a year. Topics covered include
p rospecting, statement analysis, relationship evaluation,
documentation, installation, follow-up skills and re t e n-
tion; the class also provides plenty of sales ideas, fre s h
a p p roaches and success stories for inspiration. 

Nonni leads the sessions over the phone while trainees
(typically 15 to 20) follow along using Web-based materi-

als downloaded from Nationwide's Web site. Class meets
twice a week for two hours – a total of eight classes.
Anyone who misses a class can download a taped audio
file of it from the Web site.

"The training is a good steppingstone for new people who
want to know what to ask their merchant customers," said
Gary La Tulippe, President and CEO of Schmooze, Inc.
and also a Regional Manager for Nationwide. "It gives
them a head start on the industry and helps them focus
on where they have to go and what they have to do to get
t h e re." 

In his role as a regional manager, La Tulippe pro v i d e d
input for the training classes. He said he and the other
regional managers also took the class themselves. 

"Both new re c ruits and seasoned salespeople have done
the training, and the feedback we've received is they've
all learned something and it has improved the way they
do business," Nonni said. "Many of the experienced sales-
people have said, 'I never thought of doing it this way.' "

Nonni said one particular agent who received training
f rom Nationwide took the time to write a letter of praise.
Tanya Hauss, owner and President of Merc h a n t
Sellutions, Inc. in South Florida, wrote: "I have other
choices where I can place my business, but I choose
Nationwide because I know I will retain my customers.
Your service is the best!"

Hauss told The Green Sheet, "Any new sales rep or any
old sales rep can get a deeper understanding of the indus-
try and how it works. The training can help sales re p s
i m p rove their customer retention rates."

Bob Busanovitch, an independent sales agent for 2 1/2
years, attended Nationwide's very first Nationwide
I M PACT! class. Busanovitch said the training helped him
decipher the complexity of interchange rates and helped
him learn how to communicate rates effectively to his
m e rc h a n t s .

"(Nationwide) wants to get a feel for their agents out
t h e re, and whatever we're lacking, they'll try to pro v i d e , "
Busanovitch said. "They keep modifying their training
and support to fit our needs."

Nationwide's own in-house merchant support/help desk
team is available 24/7/365, but the company also makes
s u re its agents are involved in servicing merc h a n t s
beyond the installation. Nationwide does this through an
automated agent-notification system that informs agents
what is going on with their accounts.

Whenever a merchant calls Nationwide's help desk, the
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salesperson assigned to that account will receive a "con-
tact report" within minutes after the call. The report con-
tains a complete description of what was discussed on the
call and any pertinent historical information. 

This process allows sales agents to monitor their accounts
and contact a merchant to verify that any issue has been
resolved to the merchant's satisfaction.

" We have found that merchant retention has been phe-
nomenal," Nonni said. "If you empower your sales reps to
be in the loop of communication with the merchant and
the support team, then they will be able to service that
account even better than the company can."

Another program off e red by Nationwide is an A g e n t
R e w a rds Incentive Program. It allows pro d u c t i v e
M e rchant Level Salespeople the opportunity to earn
points for monthly applications, processing volume and
quality of accounts. 

Each point earns $25 and is paid without sacrificing any
portion of the residual stream. It is not uncommon for a
salesperson to earn in excess of $500 in re w a rd money in
a given month.

" We are excited about this program and feel it is attractive
to agents who are struggling financially while in the
p rocess of building their residuals," Nonni said. 

" We have excellent agent retention. If we lose someone,
it's typically not because of anything to do with us – the
training or the company – it's because that person can't
a ff o rd to get to the point where their residuals will sup-
port them. That's the challenge."

Nonni said Nationwide designed all of its programs and
services in order to attract a higher caliber salesperson –
someone who sees value in doing business with them
because of the training and programs they offer versus
doing business with them simply based on rates. 

"MSPs tend to overlook the real value of the salesperson,"
he said. "It's important to remember that the salesperson
is the one who brought the relationship to you in the first
place. I'm talking about the value that a quality service-
oriented salesperson brings – it's one of the most impor-
tant ingredients in our company."  

To receive future Nationwide Payment Solutions press releases, e-
mail jnonni@GetNationwide.com
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Do you want to sell something other then...

O ’ H a re International Center / 10255 West Higgins Road / Rosemont, IL 60018 / Toll free: 866.231.2030  / Tel: 847.227.2301
Fax: 8 4 7 . 2 9 6 . 5 5 4 7 / www.abanco.com  

ABANCOLLC

I N T E R N A T I O N A L

EFS National Bank Memphis, TN. Fleet National Bank Providence, RI 

Tomorrow's Payment Solutions Today

gives ISOs a "single source" platform of five fully loaded services plus progressive customer support. 
This one piece, one solution cuts merchant attrition by 75% while increasing residual income by 125%.

■ 1.53% Buy Rate

■ 20 cent trans fee

■ Mid and non-qualified revenue

■ Check Conversion/Guarantee at 1%

■ Faxed Applications/Same day deployment

■ Inexpensive gift card pricing

■ Net lease funding, no out-of-pocket

■ One Terminal-5 services, Fully Loaded Residuals

■ VISA/MASTERCARD Credit Card processing

■ Non-Bank card processing (Amex, Discover, Diners, etc)

■ Debit Card processing

■ Electronic Check Conversion/Guarantee 

■ Gift and Loyalty programs, 50 card minimum

■ Electronic Signature Capture included at no extra fee  

Only ABANCO

ABANCO's robust package delivers a real powerhouse of services:

Lease rates starting at just .0299. Whether you need individual services or the entire package, ABANCO offers
competitive rates, superior service and a knowledgeable team to help make it work for you.

Please contact: BOB COCHRAN 866.231.2030 ext 2334 / DAN LEWIS 866.231.2030 ext 2347 / TONY ASHE 866.231.2030 ext 2345

5 Services In One Terminal:
■ VISA/MasterCard

■ Check Conversion

■ Debit Card

■ Gift Card

■ Signature
Capture

Be in Full Compliance with Visa/Mastercard Requirements
and Regulations thru ABANCO's Agent/ISO program. 



Hypercom Jumps on
Contactless Wave
Product: Contactless Payment Terminal for MasterCard PayPass
Pilot
Company: Hypercom Corp.

Hy p e rcom Corp. announced its involvement
with MasterCard International's PayPass con-
tactless pilot in Orlando, Fla. Hypercom is
incorporating a special antenna and re a d e r

into its ICE 5500Plus and ICE 6000Plus point-of-sale ter-
minals to make them fully compatible with MasterCard ' s
contactless payment solution at Fazoli's Italian re s t a u-
r a n t s .

The MasterCard PayPass card contains a magnetic stripe,
an embedded computer chip, or smart card, and a tiny
antenna. When card users tap or wave their card on any
payment terminal (such as Hypercom's) at PayPass-
accepting retail locations, cardholder account information
is transmitted wirelessly – it gets communicated dire c t l y
to the terminal and then processed through MasterCard ' s
network. No card swiping or signatures are re q u i red for
transactions under $25.

Since the PayPass card also has a magnetic stripe, con-
sumers can use it at any location where MasterCard is
accepted. 

M a s t e r C a rd says merc h a n t s
will benefit from PayPass
because the solution is even
faster than accepting cash, so
consumers speed thro u g h
the checkout pro c e s s .
Average transaction
amounts increase com-
p a red to cash, and PayPass
may help attract new cus-
tomers and increase their

loyalty to the store. 

M a s t e r C a rd doesn't want retailers to make extensive soft-
w a re or hard w a re modifications to participate in the
PayPass pilot. Retailers already using a Hypercom termi-
nal for credit and debit card acceptance, for instance, can
add a radio frequency (RF) reader to their terminal with
minimal additional changes, Hypercom said. Fazoli's had
used Hypercom terminals in its restaurants before begin-
ning the PayPass pilot.

M a s t e r C a rd has partnered with Chase, Citibank and
MBNA, three of its key member financial institutions, in
the PayPass pilot, which includes more than 16,000 card-
holders and approximately 60 diff e rent merchant loca-
tions in Orlando. 

H y p e rcom Corp.

2851 W. Kathleen Road
Phoenix, AZ 85053
1 - 8 7 7 - H y p e rc o m
w w w. h y p e rc o m . c o m

M a s t e r C a rd Intern a t i o n a l

Global Headquarters 
2000 Purchase Stre e t
P u rchase, NY 10577 
914-249-2000 
w w w. p a y p a s s . c o m
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Product: CyberSource Reconciliation Solution
Company: CyberSource Corp.

Many large-scale e-commerce merchants have
o rder systems and payment systems that a re
not completely integrated, so most of them
would agree that the process of re c o n c i l i n g

e l e c t ronic payments with receipts and managing charg e-
backs involves too many manual steps. CyberSourc e
Corp. offers a customized and highly automated
Reconciliation Solution that helps eliminate most of these
manual steps.

A typical non-automated reconciliation process involves
first visiting the processor's Web site to download deposit
and chargeback reports. Then, employees must enter data
f rom these reports into a spreadsheet or other tracking
system. Next, re s o u rces gather order data and conduct
s e a rches for each order based on cardholder account
information, followed by a review of the action necessary.
After all this, the final steps after taking action of any kind
a re to update the order system and the re c o n c i l i a t i o n
t o o l s .

C y b e r S o u rce says its Reconciliation Solution automates

nearly 90% of this process. The software compares ord e r
data re c o rded by the merchant with payment activity
data automatically downloaded from the merchant's pay-
ment pro c e s s o r. It can automate actions for resolving dis-
c repancies and chargebacks, based on business ru l e s
established by the merchant. It generates exception
reports. An administration interface provides consolidat-
ed access to reports, case status and administration, and
all associated order information.

M e rchants benefit from increased revenue capture ,
reduced overhead costs in re s o u rces, quick identification
of order problems and increased customer satisfaction.
The CyberSource Reconciliation Solution is a customized
solution and re q u i res installation by a professional serv-
ices team. The software runs on Microsoft Windows 2000
and on Sun Solaris.  

C y b e r S o u rce Corp.

1295 Charleston Rd.
Mountain Vi e w, CA 94043
8 8 8 - 3 3 0 - 2 3 0 0
w w w. c y b e r s o u rc e . c o m / re c o n c i l i a t i o n
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PARTNERSHIP
PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE





Your Mission, Should You
Choose To Accept It
Second in a series on developing a business plan

M ission Statement of The Green Sheet: "The
G reen Sheet exists to offer 'Motivation,
Inspiration, and Actionable Advice' to
MLS/ISOs. In serving the MLS/ISO com-

m u n i t y, The Green Sheet not only strives to inform sales
p rofessionals of a wide range of income opportunities,
but also works to give these professionals a voice and a
f o rum – a voice that, for lack of a forum, may have gone
u n h e a rd . "

One of the first steps to starting your business plan is
writing a mission statement. It is also one of the hard e s t
parts of preparing your business plan. This step re q u i re s
a lot of thought and patience. But the mission statement is
the heart of your business, so the time invested will be
well worth it.

The mission statement is an important tool to describe the
purpose, values and standards of your business. A g o o d
mission statement will help guide you as you make criti-
cal business decisions. It can be used as a motivational
tool ... and a marketing tool, too.

The process of writing a mission statement can help you
to clarify the goals of your business. To begin, make a list
of your goals and expectations for the business. Get feed-
back from your co-workers and friends and family. The
people involved in your business must understand and
believe in the statement. You all will be working together
to fulfill the mission of your business.

When you actually sit down to write the mission state-
ment, keep the following in mind:

• Keep it brief. The mission statement should be a short
description, not a detailed one. You will have a chance
to fully describe all of the details of your business later
in the business plan.

• Pick a theme. Because it is brief, you need to keep
your mission statement focused. Include what your busi-

ness does, how or where you do it, for whom you do it
and why.

• Use broad terms so you don't limit your business. For
example, instead of saying you "process credit card
transactions," say, "XYZ Company provides payment
services for ..." This leaves many new paths open to
your business and will not box you into one business
line in the future.

• Make each word count. Use action words to convey
a feeling of passion.

Your mission statement needs to be visionary but at the
same time realistic. Your goals can be lofty, but be sure
they are attainable. You always can revise the statement in
the future to include new ideas and technologies. 

T h e re are many re s o u rces available to you to assist in the
development of your mission statement. There are
Internet sites devoted to this, and many books are avail-
able. There even are software packages available to help
in not only writing your mission statement but your busi-
ness plan, too.

Once you've written your mission statement, print it,
frame it and make it a visible part of your business envi-
ronment. Read it daily. Each decision you make, every
action you take in building your business should re f l e c t
your mission. If an idea or opportunity that comes your
way is not "on target" and is not in keeping with your
mission statement, then acting upon that idea will take
you off course. Stay true to your mission statement and
you will attain your goals.

Transition Your Ideas
from Brain to Paper
Second in a series on effective ad campaigns

When a theme or an image for your adver-
tisement is determined, it's time to assess
who is going to create the artwork. It's stan-
d a rd to look within the ranks of the compa-

ny if you don't already have a marketing department. But
for the love of all that is good and right, don't enlist your
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The big secret in life is that there is no big secret.
Whatever your goal, you can get there if 

you're willing to work.
– Oprah Winfrey
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Food Marketing Institute 2003
Retail Electronic Payment Systems Conference

Highlights: FMI's membership includes 2,300 food retailers and
wholesalers who operate 26,000 retail grocery and conven-
ience stores in the United States with a combined annual sales
volume of $340 billion. Four separate business functions –
information technology, operations, finance and marketing –
are areas that overlap and affect electronic payment manage-
ment. This conference will examine various forms of retail elec-
tronic payments and new technologies that are replacing the
use of credit cards as well as the impact they have on the ways
merchants conduct business. Emerging and innovative payment
technologies, such as biometrics, RFID, stored-value cards, EBT
encryption and an update on the Visa/MasterCard settlement,
are among the topics to be covered. The cost of processing
transactions with the new technologies, convenience for con-
sumers, standardization and integration also will be discussed.
Lloyd Constantine, lead counsel for the plaintiffs in the
Visa/MasterCard lawsuit, will deliver the keynote address.
Jerry Grundhofer, U.S. Bancorp Chairman, President and CEO,
will be the keynote speaker at the conference's opening dinner.

When: October 13-15, 2003
Where: Hotel Monaco, Washington, D.C.
Registration: Visit www.fmi.org. Phone 202-452-8444.

Smart Card Alliance
Fall 2003 Conference – "Smart Cards in Motion"

Highlights: The Alliance's fall conference brings the best and
brightest minds in the industry together in one place and offers
the best opportunity to learn about the role of smart cards in
the growing North American market. Since 1999, more than
150 million units have been shipped here. Analysts predict a
market value of $475 million by 2006. "Smart Cards in
Motion" is about mobility and how vertical markets – such as
banking, retail, transit, government, pay TV, and wireless – are
rapidly adopting smart cards based on new chip technologies
hitting the market that are faster, lower in cost, with larger
capacity, and in more mobile (contactless) forms than ever
before. The form factor and operating characteristics may vary,
but the chip technology remains at the core of what's driving
these issuers of smart cards. Before the start of the conference,
the Educational Institute offers two full-day courses:
"Introduction to Smart Cards," which provides a foundation of
knowledge about smart card standards, market trends, security
features and practical issues related to business applications,
and "Advanced Business of Smart Cards," which expands on
the basic functions and applications of smart cards and looks
at business trends and implementation strategies.

When: Educational Institute courses – October 13, 2003; 
Conference – October 14-16, 2003
Where: Sawgrass Marriott Resort, Ponte Vedra Beach, Fla.
Registration: Visit www.smartcardalliance.org

nephew who knows how to make yard sale flyers with
M i c rosoft Publisher!

Often, the cost of the project is a stumbling block. It's wise
to keep your ideas flexible and your ego in check. If you
have to start off small, a good design will bring you the
business and revenue it takes to step up your eff o r t s .

A p rofessional ad campaign must be established with a
qualified designer or agency. If you try to cut corners and
save a couple hundred dollars, your business may suff e r
for it. Enlist the services of a designer who is familiar with
the type of ad or campaign for your company. Yo u r
re s e a rch should include asking your colleagues for re f e r-
rals and checking the local business dire c t o r y.

After the details of the partnership have been secure d ,
show examples of the publication to the designer. As men-
tioned in part one of this series, it's crucial to get a sense of
the target audience and what pushes their buttons.

In your search for a compatible artist or agency, make sure
you find someone who can produce the ad materials
a c c o rding to the specifications of the publication. Ta k i n g
the extra steps to re s e a rch qualifications will save moun-
tains of money and valuable time as well. Ask about the
p rograms your artist(s) will use to create the design.
B u z z w o rds to listen for are Adobe PhotoShop, Illustrator,
and InDesign; Quark Xpress; Freehand; and Core l D r a w. 

It may seem like a formality, but it is a must that they are
up-to-speed with technology and the industry standard in
design software. Case in point: The Green Sheet often
receives, as ad copy, Microsoft Wo rd files made into boxed
tables and a garden variety of fonts. This is wrong in many
ways – low resolution graphics, unlinked fonts and art-
work, and a format incompatible with Quark Xpre s s .
Specifications should be readily available from the publi-
cation, either online or in print, and you must adhere to
t h e m .

After the final arrangements have been made with the
artist or service bureau, be clear about your concept and
what you want to achieve with the ad, and make sure the
ad properly reflects your company's image. For many
readers, this will be their first impression of you.

Next: Quality control and the submission process.

Good Selling!

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

ATM Merchant Systems
(888) 878-8166

Data Capture Systems, Inc.
(800) 888-1431

NationalLink
(800) 363-9835

B A N K S L O O K I N G F O R
A G E N T S

Redwood Merchant Serv i c e s
(800) 528-6661

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
(866) 289-2265

C e n t r a l B a n c a rd
(866) 797-2317

Chase Merchant Services, LLC
(800) 622-2626 x86016

Comerica Merchant Serv i c e s
(800) 790-2670

First American Pymt Sys
(866) GO4 FA P S

G roup ISO
(800) 960-0135

Humboldt Merchant Services, L.P.
(877) 635-3570

National Processing Co.
(800) 672-1964 x 7655

Redwood Merchant Serv i c e s
(800) 528-6661

Retriever Payment Systems 
(800) 376-3399

CHECK DRAFTING
S E RV I C E S

C F IG ro u p
(888) FON-CHEX

Checks by Phone/By We b
(561) 998-9020

CHECK GUARANTEE/
V E R I F I C AT I O N

Abanco Intl., LLC
(866) 231-2030 x2347

C rossCheck, Inc.
(800) 654-2365

E Z C h e c k
(800) 797-5302 x303

Global eTelecom, Inc. (GETI)
(877) 454-3835

Global Payments   
(800) 638-4600 x888

Nationwide Check Serv i c e s
(800) 910-2265

Red Check Investments
(877) 238-0415

S e c u r- C h e x
(866) 464-3272

COMPLIANCE/PIN 
E N C RY P T I O N

I N F O R M AT I O N EXCHANGE, INC.
(888) GO-INFOX

C O N S U LTING AND 
A D V I S O RY SERV I C E S

Adam Atlas Attorney at Law
(514) 842-0886

First Annapolis Consulting
(410) 855-8500

Integrity Bankcard Consultants, Inc.
(800) 816-4224

Service Dimensions, Inc.
(800) 578-3800

Strategic Mgt. Partners, LLC
(800) 886-4465

DEBIT TRANSACTION 
P R O C E S S I N G

C a s h l a n e
(800) 325-2862

Global Payments, Inc.
(800) 801-9552

E F T-ACH SETTLEMENT 
S E RV I C E S

Intercept Corporation
(800) 378-3328

Universal Payment Solutions
(877) 889-7500

E Q U I P M E N T
Abanco Intl., LLC

(866) 231-2030 x2347
B A N C N E T

(713) 629-0906
B a rtlett Info Tech Svcs, LLC

(901) 384-6151
C a rd Wa re Intern a t i o n a l

(740) 522-2150
General Credit Forms, Inc.

(800) 325-1158
Global Payments   

(800) 801-9552
I n g e n i c o

(800) 252-1140
Lipman USA, Inc.

(516) 484-9898 
M I S T

(866) 955-6478
M LT & Assoc., Inc. Plastic Refurb

(775) 358-2922
National Processing Company

(800) 672-1964 x 4883
Nationwide Check Serv i c e s

(800) 910-2265
P O SP o rtal, Inc.

(866) 276-7289
TA S Q Te c h n o l o g y

(800) 827-8297
Te e rt ronics, Inc.

(800) 856-2030
Vital Merchant Serv i c e s

(800) 348-1700

FREE ELECTRONIC
CHECK RECOVERY

Check Recovery Systems
(800) 721-0930

C h e x c o l l e c t . c o m
(866) 691-0666

Gulf Management Systems, Inc.
(800) 947-3156

G I F T / L O YA LT Y
CARD PROGRAMS

C H I P L O G I C S
(866) 462-4477

P O S Payment Systems
(718) 548-4630

T E N D E R C A R D
(800) 383-8280 x202

I S O R E L ATIONSHIPS 
AVA I L A B L E

Abanco Intl., LLC
(866) 231-2030 x2347

AmericaOne Payment Sys
(888) 502-6374

Business Payment Systems
(877) 700-7947 x242

C e n t r a l B a n c a rd
(866) 797-2317

C o C a rd Marketing Gro u p
(800) 882-1352

C y n e rgy Data
(800) 933-0064 x5710

First American Payment Systems
(866) GO4 FA P S

First Data Merchant Serv i c e s
(866) FDMS-ISO

F M B S
(800) 966-5641

Global Payments, Inc.
(800) 801-9552

G roup ISO
(800) 960-0135

Lynk Systems, Inc.
(866) MSP-LY N K

M S I - M e rc h a n tS e rvices, Inc.
(800) 351-2591 x9-23

Nationwide Check Serv i c e s
(800) 910-2265

P a rt n e r- A m e r i c a . c o m
(800) 366-1388

United Bank Card (UBC)
(800) 201-0461

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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I S O S / B A N K S
P U R C H A S I N G AT M
P O RT F O L I O S

F T I
(866) 450-9815 x22

ISOs/BANKS PURCHASING
MERCHANT PORT F O L I O S

AmericaOne Payment Sys
(888) 502-6374

C e n t r a l B a n c a rd
(866) 797-2317

Chase Merchant Services, LLC
(800) 622-2626 x86016

C o n c o rd EFS, Inc.
(800) 778-4804

Global Payments Inc.
(416) 847-4477

M e rchant Services Incorporated
(800) CARDSWIPE x7934

PaySystems Corporation
(514) 227-6894 x407 

Southwest Financial Services, Inc.
(800) 841-0090

ISOs LOOKING 
FOR AGENTS

Abanco Intl., LLC
(866) 231-2030 x2347

Aliant Financial Serv i c e s
(877) 377-0788

AmericaOne Payment Sys
(888) 502-6374

American Credit Card Proc.Corp.
(800) 310-3812

A p p roval Payment Solutions, Inc.
(888) 311-7248

B a n c a rd Payment Systems
(866) 783-7200

B a n k C a rd USA
(800)589-8200 x101

Business Payment Systems
(877) 700-7947 x242

C e n t r a l B a n c a rd
(866) 797-2317

C e rtified Merchant Serv i c e s
(800) 732-7099

Comerica Merchant Serv i c e s
(800) 790-2670

C o n c o rd EFS, Inc.
(800) 778-4804

C y n e rgy Data
(800) 933-0064 x 5710

E - C o m m e rce Exchange
(800) 748-6318

EXS Electronic Exchange Sys.
(800) 949-2021

First American Payment Systems
(866) GO4 FA P S

First Card Merchant Serv i c e s
(800) 404-9118

F M B S
(800) 966-5641

Innovative Merc h a n t
S o l u t i o n s

(800) 397-0707
I R N PAYMENT SYSTEMS

(800) 366-1388
M e rchant Services, Inc.

(800) CARDSWIPE
Money Tree Serv i c e s

(800) 582-2502 x2
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
M S P D i rect, LLC

(888) 490-5600 x112
National Processing Co.

(800) 672-1964 x7655
Nationwide Check Serv i c e s

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
Orion Payment Systems

(877) 941-6500
S i g n a t u re Card Serv i c e s

(888) 334-2284
Transaction Payment Systems

(800) 999-8674 x309
United Merchant Serv i c e s

(800) 260-3388 x236
Vequity Financial Gro u p

(800) 442-8380
Worldwide Merchant Serv i c e s

(800) 847-2662
Xenex Merchant Serv i c e s

(888) 918-4409

L E A D S G E N E R AT O R S
Hot Leads Xpre s s

(866) 244-2593

L E A S I N G
Abanco Intl., LLC

(866) 231-2030 x2347
A B CL e a s i n g

(877) 222-9929
Allied Leasing Corp.

(877) 71-LEASE
American P.O.S. Leasing Corp.

(800) 349-6516
B A R C L AY SQUARE LEASING, INC

(866) 396-2754
First Leasing Corporation

(888) 748-7100
First Manhattan

(800) 220-5125
G l o b a l Tech Leasing, Inc.

(800) 414-7654 x 3002
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701
LADCO Leasing

(800) 678-8666
Lease Finance Gro u p

A Division of CIT
(888) 588-6213

Leasecomm Corp.
(800) 515-5327

MERCHANTS LEASING SYSTEMS
(877) 642-7649

Merimac Capital
(866) 464-3277

Nationwide Check Serv i c e s
(800) 910-2265

N o rt h e rn Leasing Sys., Inc.
(800) 683-5433

S i g n a t u re Leasing, LLC
(877) 642-7649

TA S Q Te c h n o l o g y
(800) 827-8297

L O YA LT Y C A R D S
F L E X G I F T / U M S I

(800) 260-3388 x236

POS CHECK CONVERSION

Abanco Intl., LLC
(866) 231-2030 x2347

B - C H e X
(877) 700-7947 x242

C rossCheck, Inc.
(800) 654-2365

E - C h e x
(877) 474-8924

ElectCheck Plus
(800) 863-5995

E Z C h e c k
(800) 797-5302 x303

Global eTelecom, Inc. (GETI)
(877) 454-3835

Nationwide Check Serv i c e s
(800) 910-2265

S e c u r- C h e x
(866) 464-3272

POS SUPPLIES

C a rd Wa re Intern a t i o n a l
(740) 522-2150

General Credit Forms, Inc.
(800) 325-1158

TA S Q Te c h n o l o g y
(800) 827-8297

Vital Merchant Serv i c e s
(800) 348-1700

PROCESSORS LOOKING 
FOR ISOs

First Data Merchant Serv i c e s
(866) FDMS-ISO

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) MSP-LY N K

National Processing Company
(800) 672-1964 x7655

P a y m e n t e c h
(888) 849-8980

REAL-TIME CHECK/ 
CREDIT CARD
P R O C E S S I N G

E - C o m m e rce Exchange
(800) 748-6318

e P ro c e s s i n g N e t w o r k . c o m
(800) 971-0997

U S A e P a y. c o m
(866) USAePay (872-3729)

The Resource Guide is paid classified advertising. The Green Sheet is not responsible for and does not  recommend or endorse any product or service. Advertisers and advertising agencies agree to indemnify
and hold the publisher harmless from any claims, damage, or expense resulting from printing or publishing of any advertisement.
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INDEX TO ADVERT I S E R S :
R E A L - T I M E C H E C K / D E B I T
P R O C E S S I N G

Payment Option Sol., LLC
(888) 767-7674

SITE SURV E Y S
P ro p e rty Resource Network Inc.

(800) 676-1422

S U P P O RT DESK FOR
P O S TERMINALS &
PC SOFTWA R E

C a rd Wa re Intern a t i o n a l
(740) 522-2150

TA S Q Te c h n o l o g y
(800) 827-8297

Vital Merchant Serv i c e s
(800) 348-1700

2GS, LLC ..............................................................................84
ABANCO International ..........................................................82    
ACCPC..................................................................................85
Advanced Payment Services ....................................................54  
AmericaOne Payment Systems ..................................................9
Authorize.net ........................................................................17
Bancnet Corporation ..............................................................66  
Barclay Square Leasing ............................................................8
Best Payment Solutions ..........................................................50  
BUDGET Terminals & Repair....................................................51   
Business Payment Systems ......................................................24
Cardware International ..........................................................56  
Central Bancard ....................................................................32
Certified Merchant Services ....................................................53 
Charge Card Systems ............................................................70  
Comerica Bank ......................................................................61 
Comstar Interactive ................................................................22   
CrossCheck ............................................................................65   
Cynergy Data ........................................................................30   
Electronic Payment Systems ....................................................67
Electronic Payment Systems II ................................................91 
EZCheck ................................................................................57   
First Data Merchant Services-MD ............................................63   
Frontline Processing ..............................................................13  
FTI ......................................................................................60
General Credit Forms ............................................................55
Global Electronic Technology   ..............................................11
Global eTelecom ....................................................................12
GO Software ........................................................................71
Golden Eagle Leasing ............................................................68   
Heartland Payment Systems ....................................................47   
Hypercom..............................................................................96  
Integrated Leasing ..................................................................42   
IRN/PartnerAmerica ..............................................................41  
JR’s P.O.S. Depot ..............................................................18, 46   
Lipman USA ..........................................................................73
Lynk Systems, Inc. ..................................................................16   
Merchant Services Inc. ............................................................39
MIST ....................................................................................52  
MSI-NJ 1-800-BankCard ..................................................80, 81
NAOPP ................................................................................33   
Nationwide Check Services ....................................................44  
Nationwide Payment Solutions ................................................34   
North American Bancard ......................................................7
Northern Leasing..............................................................36, 37
NOVA Information Systems ....................................................40   
NPC ......................................................................................21   
Online Data ..........................................................................43   
Payment Option Solutions ......................................................89   
Plug 'n' Pay ..........................................................................74
POS Payment Systems ............................................................78   
POS Portal ............................................................................25
PRE Solutions ........................................................................26
Pueblo Bank & Trust ................................................................23   
Retriever Payment Systems ......................................................86   
SchlumbergerSema ................................................................79   
Secure Payment Systems ........................................................58    
Signature Card Services ..........................................................20   
TASQ Technology ..................................................................95   
Terminal Superstore ................................................................69
Thales e-Transactions ................................................................2
The Phoenix Group ....................................................27, 29, 31 
To Be Announced ..................................................................35
Total Merchant Services ....................................................48, 49 
Transaction Payment Systems ..................................................14   
U.S. Merchant Systems ..........................................................93   
United Bank Card ..................................................................45   
United Merchant Services ........................................................64   
Vequity Financial Group ........................................................62
VeriFone ................................................................................76   
VeriSign ................................................................................72
Vision Payment Solutions ........................................................75   
Vital Merchant Services ..........................................................28   
Western Payments Alliance ....................................................59
Xenex Merchant Services ........................................................19

Visit www. g reensheet.com and 
complete the convenient form .
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